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BILL BROTHERS PUBLICATION FIFTY CENTS 


Many faces to total perfection 


Brilliance, clarity, fascination are the qualities of the perfectly 
cut gem. There’s no allowance for flaws. 

The communication of ideas is just as delicate. In a public 
relations program, a sales meeting or a training session, 

clarity and sparkle make a presentation of ideas 

effective. Professional assistance in preparation helps you 

get these essentials for visual impact. 

The Jam Handy Organization can give you this professional help. 
Every facet of your meeting gets careful treatment from your 
initial briefing right through to platform delivery. 

It’s One-Stop Service with everything handled under one roof. 


To get this convenient, money-saving help, call . . . 


7c JAM HANDY Onganss 


MOTION PICTURES « SLIDEFILMS « DRAMATIZATIONS « VISUALIZATIONS « PRESENTATIONS e TRAINING ASSISTANCE 


OFFICES NEW YORK 18 HOLLYWOOD 28 . DETROIT 11 © _ DAYTON 


2 PITTSBURGH 22 CHICAGO | 
1775 Broadway 1402 Ridgewood Place 2821 E. Grand Bivd. 310 Talbott Bidg. 


Gateway Center 230 N. Michigan Ave. 


Now You Can [ly ... 


World's First Turbo-Prop (jet-prop) Airliner 


NON-STOP 


BETWEEN 


NEW YORK 
CHICAGO 
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Also Viscount Service in 


BUFFALO * ROCHESTER * PITTSBURGH 
CLEVELAND * DETROIT * MILWAUKEE 
PHILADELPHIA * WASHINGTON * NORFOLK 
RICHMOND °¢ ATLANTA * BIRMINGHAM 
MOBILE « NEW ORLEANS 


nant Copit 
The VISCOUNT is powered by AIRLINES 
4 ROLLS-ROYCE Turbo-Prop Engines 
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Welcome to Milwaukee's 


Miilliona 


Photo courtesy 
Capito! Airlines 


New $3,000,000 air terminal built to handle 
ote, : , the booming air traffic at Millionarea. A 
prone is Greater Shweveee transportation center in other ways as well, 
lant tudedes agro than 6 allen people Millionarea is a world port ... handles more 
tame 59 teaae tele coo than 8,660,000 tons of shipping annually. 
The railroads move more than 12,000,000 

tons of goods in and out each year. And almost 
300 trucking companies headquarter here. 


Only in Milwaukee’s Millionarea 


can advertisers reach 90% of the people with just one medium: 


THE MILWAUKEE JOURNAL 


America's newspaper advertising leader 1950-1954 and second only to the Los Angeles Times in 1955 and 1956 
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Buyership 
in Action! 


The 11,648 Advertisers in the 
1956 Annual Edition of T.R., 326 
more than the previous edition, 
stand as graphic proof that the ex- 
clusive T.R. “buyership” clientele 
can be reached only thru T.R. 


11,648 


Advertisers, placed 


43,435 


Advertisements in 
1956 Annual Edition 


Your advertising representation 
in T.R. assures you of coverage of 
better than 60% of the total Indus- 
trial Purchasing Power of the U.S. 
T.R. clientele insist on T.R. ha- 
bitually for Purchasing Decision. 
The record speaks for itself. . . 


READERSHIP-ZERO 
BUYERSHIP-1) 0.0% 


7 reer a eee 


4a sf: 4 
SS 


REGISTER 


at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, Thomas Publishin g Company 
34 North Crystal St., East Stroudsburg, Pa, Address mai! to 386 Fourth Avenue, New York 1/6, N. Y. 461 Eighth Avenue, New York 1 
Copyright, Sales Management, Inc., 1956. 


SALES MANAGEMENT, with which is incorporated PROGRESS, is published the first and third Friday of 
every month, except in May, September and November when a third issue is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1942, 


SEPTEMBER 21, 1956 


SELLING AUTOMOBILES? THE MAGAZINE agente 
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343 MILLION DOLLARS EDITORIAL 


EDITOR AND PUBLISHER. . . Philip Salisbury 


: . : EXECUTIVE EDITOR 
in Flint and the Saginaw Valley MANAGING EDITOR... John H. Caldwell 


Feature Editor, Lawrence M. Hughes; Asso- 
ciate Managing Editor, Robert C. Nicholson; 
Senior Associate Editor, Alice B. Ecke; Asso- 
ciate Editors, Harry Woodward, Grant 
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slg Stars sell cars over WNEM-TV 


billion food and drugs, too. For Chan- ADVERTISING SALES 
dollar — ‘3 nel 5 is the direct channel to 
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Assistant Director, Edward S. Hoffman; Sub- 
@ Total Spendable Income ... .$1,683,023,000 scription Manager, C. V. Kohl; $10.00 a year; 
@ Average City-Family Income Canada, $10.00; Foreign, $15.00 
@ Annual Retail Sales...... . .$1,365,757,000 


market 


SALES MEETINGS 
It's easy to reach, too. Television gives 86.9% penetra- Issued as Part Il of Sales Management, five 
tion. And WNEM-TYV is the one station, the only station, times a year. Editorial and production office: 
that completely covers all the sets. ARB and PULSE say so. 1212 Chestnut Street, Philadelphia 7, Po., 
WAlnut 3-1788; Philip Harrison, General 
Manager; Robert Letwin, Editor. 
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in Residential Air Conditioning, Warm Air Heating, Sheet Metal Contracting 


Meet the hardest working (and 
lowest cost) salesman you can 
have throughout 1957... 


Give your product line the full treat- 

ment in this recognized BUYERS’ 

GUIDE. Published each January since 

1934, this Directory Number most assur- 

: edly will do an extra-strong selling job 


for YOU —as it does for over 200 other 


advertisers every year. 
A The KEY warm air heating-sheet 
: metal dealers and wholesalers (those 
‘ 


who do 80% of the available business) 
receive this issue as part of their paid 
subscription. Its importance to them as 
a reference work has been well estab- 


lished over the years. 


NOTE THESE FEATURES An alphabetical 
listing of all applicable products . . . name$ 
and addresses of all the manufacturers ...a 
listing of all known trade names...a guide 
to the products advertised in this issue and 
the manufacturers’ names .. . AND the normal 
wan ae WEATING © SHEET METAL COMPACTS editorial content of a regular issue to assure 


CONDITIONING * e ° ° 
immediate cover-to-cover attention. 


RESIDENTIAL AIR © 


REGULAR RATES APPLY No premium is 
charged for the bonus values of this January 
Artisan. It's not a 13th or extra-cost number. 


CLOSING DATE DEC. 20 Plan now to capi- 
talize on this advertising opportunity. Reserve 
sufficient space today — perhaps a spread, 
an insert, or multiple pages —to back up 
your sales force throughout 1957. 


AMERICAN ARTISAN 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


6 N. Michigan, Chicago 
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they Buy More because they Have More! 


@ There’s plenty of sweet sales music in Indianapolis for 
“hi-fi,” phonograph, TV, radio and house furnishings man- 
ufacturers. Sales of furniture-household-radio stores are 
22% above the national average.* But this is just a beauti- 
ful prelude to the fast and lively movement that awaits 
all products in the rich Indianapolis market . . . 7th ranking 
in retail sales per capita among cities of 600,000 or over.* 
You're invited to join the happy sales band in Indian- 
apolis where you get all these additional advantages: 


ales M y of Buying Power, May 1 1956 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy. . 
balance of industry and agriculture. 


. unsurpassed for diversification and 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR < 


YOUR FIRST TEAM 


FOR SALES IN 


THE INDIANAPOLIS NEWS pay / 


SALES MANAGEMENT 


EDITORIALS 


Sympathy Is Not Enough 


When William Jennings Bryan ran for President three times 
at the turn of the century, he failed to come home the winner. In 
his subsequent tours of the country, thousands of people told him 
how much they liked him and stated that they had voted for him 
He sadly shook his head and wondered how he could have won the 
sympathy of so many people and presumably their votes and yet 
fail to place in the big race. 


The people who are now operating Studebaker-Packard undoubt- 
edly hope that they will not have a similar tale to tell. On the other 
hand, big and little business people are saying about Studebaker- 
Packard, “I hope they make it.’’ But individually, they do not seem 
to be rushing into Studebaker-Packard showrooms to buy, them- 
selves. So the incredibly difficult job facing Studebaker’s new presi- 
dent, the non-salesman, Harold Churchill, is to find enough people 
who prefer Studebaker in today’s hot competition so that his com 
pany can stay in business and make a profit. 


Churchiil’s goals are realistically modest: Through April this year 
he was able to get 1.58% of the market and that is all he hopes 
for next year when he estimates that six and one-half million auto- 
mobiles will be sold. In units, Churchill hopes that Studebaker will 
be able to sell 103,000 cars in the U. S. plus an additional 50,000 
cars and trucks in other countries. He’s banking on the loyal support 
of 2,100 Studebaker dealers who will also be handling, in 1957, 


the Packard line. 


Renown for salesmanship as such has not kept Studebaker from 
slipping into a very bad fourth position in the auto industry. Prob- 
ably no two men are more closely identified in the mind of the general 
public with salesmanship than Paul Hoffman, who has retired as 
chairman, and James Nance, who has resigned as president of 


Studebaker- Packard. 


America always loves the underdog and America loves to see a 
good competitive race. Studebaker-Packard is out to demonstrate 
that it merits the confidence of car buyers. Sympathy is not enough. 


Sponsor a Young Man 


Many a major league baseball star owes his success to the tutoring 
his sponsor gave him at an early age. Is there a parallel for sales 


? 


executives : 

Perhaps there is: The former president of one of the largest 
Sales Executives Clubs in the U. S. and, during his tenure in office 
one of the most aggressive and successful, takes one young salesman 


at a time under his wing and tutors him in selling. And not all of 
the young men he has tutored were in his firm or industry. 


“IT do it for the satisfaction,” says this sales chief. 


Baseball stars have natural ability. Through coaching they have 
added timing and finesse, which have brought them to stardom 
rapidly. 


You may want to coach your son, or your son-in-law, or the son of 
a friend. Selling is a personal vocation and what could be more 
personal than for a sales chief to tutor promising young men? 
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FIRST THINGS FIRST! 


by 
Harold Walker 


Put first things first! WDIA rates 
first in power, first in audience drawing, 
first in control of the Quarter Billion 
Dollar Negro Market! That's why 
WDIA gives first-rate results to all 
accounts! 


First Station 


WDIA is Memphis’ first station in 
three classifications. WDIA is the first 
— and ONLY — 50,000 watt station, 
combining power and coverage as no 
other station can. WDIA is the first 
radio station to program for Negroes 
exclusively. As a consequence, WDIA 
ranks first with Pulse, rating the largest 
size audience within its market 


First Market 


Memphis has a Negro market, which 
ranks as the largest Negro market in 
the United States. There is concentrated 
in Memphis and its adjacent trading 
zone almost one-tenth of all the Negro 
population in America. And these 
Negroes have a composite one-fourth 
billion dollar pay envelope, which is 
the largest, in its category, in the nation 


First Programming 

Now, how to capitalize on a market 
that’s first in size — first in economy? 
Well, WDIA does it by specializing as 
an all-Negro radio station. WDIA oper- 
ates on a_ restricted-to-Negro basis 
Members of the staff—performers, disc 
jockeys, counselors — are Negroes. 
Negroes with the glamour of stardom, 
who are glittering leaders of an evolv- 
ing social class. Negroes who condition 
the buying habits of 1,237,686 listeners. 
WDIA promotes the brands of such 
outstanding sponsors as: 

Imega Flour .. Arrid .. Uncle 

Ben’s Rice . . Colgate’s Dental 

Cream . . Ex-Lax . . Carter's. 


First Results 


Memphis has a first-rate Negro mar- 
ket—it’s the nation’s largest. Economy- 
wise, the Memphis Negro rates first 
with the highest income, relative to 
white income, of any Negroes in the 
country. For data on how WDIA can 
put you first in sales and profits, make 
inquiry, on your letterhead, today! And 
ask for a bound copy of, “The Story 
Of WDIA!” 


WDIA is represented nationally by 
John E. Pearson Company. 


JOHN PEPPER, President 


ht? 


BERT FERG N, General Manager 


, ages 


HAROLD WALKER, Commercial Manager 
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AMERICAS LEADING AIRFREIGHT CARRIER 


SEPTEMBER 


21 


1956 


To make the most of airfreight’s ability 
to open up new markets and provide 
better customer service, sales managers 
are specifying American Airlines Air- 
freight for these important reasons: 


i =S 


COVERAGE 


Only American offers the extra speed of direct one- 
carrier service to all ten leading retail markets . . . 
more than two-thirds of the top thirty... all twenty- 
three leading industrial areas in the United States. 


CAPACITY 


American has space for your shipments when and 
where it’s needed most. A combined daily lift poten- 
tial of over a half-million pounds gives American 
the greatest capacity of any airline. 


FREQUENCY 


Shipments get faster forwarding . . . spend less time 


in terminals with American's greater frequency of 
schedules. Over 1000 departures daily offer more 


service to more cities than any other earrier. 


DEPENDABILITY 


First with scheduled airfpeight, American today has 
the largest, most experienced personnel force . . . 
most modern handling facilities. Is better able to 
solve shipping problems . . . provide dependable 
on-time deliveries. 


AMERICAN 
AIRLINES 
AIRFREIGHT 


carries more cargo than any other airline in the world 


9 


helps 114% Sales Increase 
for Skelly Oil 
in Metropolitan Des Moines! 


In Metropolitan Des Moines—as in ALL of 
“Iowa Plus’—WHO RADIO is the quality 
station that people hear, trust, BELIEVE. 


Your messages on WHO carry more weight 
because they are delivered by trusted voices 


and are backed by excellent programming 


sponsored by America’s leading companies. 
for lowa PLUS! | 
—_— Skelly’s Mr. Loudon KNOWS what all this 
Des Moines . . . 50,000 Watts means to advertisers—and so do your Colonels 


Col. B. J. Palmer, President at Peters, Griffin, Woodward. Ask them! 
P. A. Loyet, Resident Manager 


Peters, Griffin, Woodward, Inc., Exclusive National Representatives 
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How to Make the Russians Unhappy 


Fortunately, we are not living in the age of the Know Nothings and 
we are not afraid to admit, publicly, that other people can be smart, 


too. 


So it is to the credit of Shelton Fisher, publisher of Power, a 
McGraw-Hill magazine, that on his return from a Russian visit 
he suggests that the day is not too far distant when Russia may be 
able to put heavy industrial products on the world market, in com- 
petition with equipment sold internationally by American and other 
free world manufacturers. 


“Suppose,”’ says Fisher, ‘they are able to sell a big boiler for a 
million dollars when we Americans have to charge a good deal more 

a comparable boiler. Their ability to undersell us will rest entirely 
on the fact that their boiler is designed and built by people who have 
a vastly lower standard of living than ours. 


‘On the other hand,” points out Fisher, “if the Soviet people 
begin to see with their own eyes that a better life is possible, and if 
pressures develop in Russia for a higher living standard, then the 
Soviets’ apparent price advantage will largely disappear. And that 
would cut off any chance they might have to advance Communism 
by economic penetration.” 


Still Willing to Risk 


If consumers are fearful of the ne: I ure, they fail to reflect it 
their instalment purchases. 


People are still betting on their future prosperity. Just-released 
figures show that for the fifth straight month, through July, con- 
sumers instalment debt reached a new high. Their debt now totals 
$37.143.000.000. an increase of $4 247,000,000 in a vear. 


People who have incurred this new instalment debt obviously are 
optimistic about their ability to meet their obligations for new auto- 
mobiles, for repair and modernization, and personal loans. 


But there is a latent anxiety in almost every home about the number 
of obligations and the total amount of the instalment debt which 
myst be paid monthly out of income. Don’t be surprised if a proposal 
for Federal legislation providing for a form of credit insurance is 
proposed as an election issue this vear. 


Fair Margins vs. Fair Trade 


It’s still “‘pay your money and take your choice” on the wisdom of 
Fair Trade. 


Just a year ago the Portable Appliance Division of Westinghouse 
dropped Fair ‘Trade. Now S. J. Stephenson, manager, reports in the 
first eight months of this year that his sales were 34% ahead of the 
same eight months in 1955, despite the crippling Westinghouse 
strike. 


“We believe,’ says Stephenson, “that Westinghouse is in a health- 
ier position now than ever before and growing stronger daily.’’ He 
declares that his company has no quarrel with Fair “‘Trade—‘‘it just 
did not work for us.” 


Stephenson, for the past year, has let merchants themselves decide 
their margin. He has left them free to determine their own fair 
margins instead of imposing Fair ‘Trade. 


Now turn to page 30 for the directly opposite point of view ex- 
pressed by William K. Downey, vice-president in charge of sales, 
Skil Corp., who dumps price cutters, stabilizes profits, hoists sales. 
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GIVES YOU ALL 4... 


the “SELLING 
FOURSOME”’ 


VID COLOR 
Plus 


A CAPTIVE AUDIENCE and 
NO COMPETITIVE ADVERTISING 


It takes all four—sight, sound, action 
and vivid color—to do the selling job for 
you 
MPA gives you all four, plus a captive 
audience that sees no more than four non 
competitive commercials, In many commu 
nities, the audience is equal to approxi 
mately 80% of the population physically 
ible to attend theatres 
At every performance during the weeks 
> on the theatre screens, you 
alone”’ in your line of busi 

ness, holding the full attention of a cay 
tive audience. MPA takes only one adver 
tiser for each product classification in 
theatres selected, for as little as one week 
or aS many as 52 weeks in succesion 

can do a lot of selling when you 

» only one in your field who is ad 
vertising and selling to a captive audi 
ence 
We invite you to leok into fnis selling 
medium soon, as if is limited to only 
four non-competitive advertisers for each 
theatre for one week up to fifty-two su 
cessive wee s 


Inquire now! 


More information furnished o1 


MOTION PICTURE ADVERTISING 
SERVICE CO., INC. 


1032 Carondelet St. 70 E. 45th St 
New Orleans, La New York, N. Y 


is ideal 


IMPACT 


INK BETWEEN MASS ADVERTISING AND SELECTIVE 


® 


FUNCTIONS OF THE 
ADVERTISING AGENCY 


Other Polk 
Media Market 


Counsel and : ion ; 
Planning Chis medium — which we have chosén to call The Polk 
Research Market — delivers impact, wins remarkably high readership 
Creative 


Media ‘ 
Selection to whom you want... where and when you want. 


and gets results because it lets you say what you want 


Checking 


and Billing The Polk Market is a medium that’s easy to use. It 


eliminates the multitude of details and the repeated handling 
once associated with the use of Direct Mail. R. L. Polk & 
Co. integrates all the phases of direct mail publishing, 


Operating precisely as any other publisher of advertising 


] 


The functions of the advertising agency using The P 


Market in behalf of clients are strikingly parallel to 
functions with other printed media. Polk stands ready 


counsel advertiser or agency at any step in the campaign. 


Beyond fulfilling the normal requirements of advertising, 
FUNCTIONS OF THE _T a a 


ADVERTISING PUBLISHER The Polk Market is the first and only national advertising 


medium which enables advertisers to identify — by name 
Other Polk ; ) 


Media | Market and address — practically all their potential buyers. 


Circulation 
compilation v The advertiser need only to define his potential buyers. 


Printing and ah T ) \ . : 
rket, fr yurce: cial an 
Binding Then The Polk Market, from its vast sources of social and 


Addressing 
Mailing individuals who fit that definition and reach them by Polk 


Market Direct Mail. 


economic information on 50 million Americans, can pick 


Because every individual so picked is known to be inter- 


R.L. POLK 4&4 CO. 
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ested in the product advertised, the amazingly high reader- 
ship of Polk Direct Mail is accentuated. And this high 
readership quickly translates into low cost per reader- 
prospect reached. 

The Polk Market, too, can be readily adapted to any 
distribution pattern — regardless of concentration or dispersal 
of dealer outlets or prospects. 

The Polk Marker can identify local dealers and supply 
them with names of potential buyers for sales follow-up. 

The Polk Market can provide copy space for a full and 
detailed product story without restriction on area. 

The Polk Market is the only advertising medium that 
can be accurately researched for results .. . that can prove 
its advertising, merchandising, and selling effectiveness 
beyond any shadow of doubt. 

Standard gross rates and specifications have been estab- 
lished by R. L. Polk & Co. when acting as the complete 
publisher for all integrated mail advertising programs. 
These rates apply equally to advertisers and their agencies 
and are fully commissionable to the agency. 

A Polk Market man will be happy to show you how 
The Polk Market can help you make all your advertising 


dollars work more effectively. Let us hear from you. 


OTHER POLK SERVICES 
Direct Mail Advertising ¢ Couponing and Sampling Campaigns 
Mailing List Service e City Directories e Motor Statistics 
Shipping and Mailing Services ° Polk's Bank Director) 


Premium Promotion . Contest Administration Services 


431 Howard St 60 East S6th St 
Detroit 31, Mich New York 22, N.Y. 
WoOodward 1-9470 TEmpleton 8-3900 
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WHAT 
THE POLK MARKET 
KNOWS ABOUT 
50 MILLION AMERICANS 


e 
Name of head of 
household 


Marital status 

Wife’s name 

Occupation or profession” 
Place of employment 

Job title 


Whether home owner 
or renter 


Quality of neighborhood 
(in 9 levels) 


Make of car(s) 

Year mode! of car(s) 
Telephone 
Valuation of home 


Exterior construction 
of home 


Size of lot 


Age of home 


Creative 


Spot them at coffee and they might be 
any kind of career girls. But they are 
special ones to us. They’re the distaff 
side of our creative activities. 

Just being women doesn’t make 
them special. (Agencies emancipated 
women long ago.) There are other 
reasons. 

For one thing, they don’t do wom- 
en’s work alone. The two writers 
create advertising for industrial and 
architectural steels, electric power, 
cars, and papers. The two art directors 
fashion layouts for steel drums, hot 
water heaters, business machines, 
electric automotive cables, rental cars, 
and shoes. The subject matter is as 


CAMPBELL-EWALD Advertising 


“ a 
ey 


Beverly Reynolds, Margaret Dean, Barbara Isola, Caro! Kottler 


coffee break 


often unfeminine as it is feminine. 

They didn’t have much agency ex- 
perience when they came to us, either. 
Only Beverly Reynolds, an art di- 
rector in our Chicago office for three 
years, had ever worked in an agency 
before. 

Margaret Dean had ten years as 
editor and assistant editor, simultane- 
ously, of two industrial publications. 
Barbara Isola spent a year in a maga- 
zine’s promotion department. (She’s 
also the first woman in the Art Direc- 
tors Club of Detroit.) 

Carol Kottler hadn’t dared ap- 
proach an agency because, at 20, 
she’d never written more than a love 


San Francisco + 


letter or a college theme. She thought 
copywriters were born pros. But, 
someone had a hunch, and she’s been 
proving it right for two years. 

We don’t wonder. Talent isn’t de- 
termined by age or sex. And that’s 
what sets these girls apart—talent. 
Creative minds like theirs are among 
the most important things at 
Campbell-Ewald. 

Our kind of talent comes in many 
shapes and sizes. It comes young and 
untried, it comes older and seasoned. 
It comes in trousers and it comes in 
skirts. 

The trick is to know it when you 
see it. 


Detroit + New York + Chicago + Los Angeles «+ Hollywood 
Washington + Atlanta «+ Dallas «+ Kansas City 


LE T T ERS TO THE EpDiTors 


Where, Oh Where Can You Sell Salesmanship? 


“Altoona to McKeesport 
with diapers" 


Eprror, SALES MANAGEMENT: 

! am bemused by your articles de- 
tailing managerial woes in landing 
competent sales personnel. In the light 
ot my own current experience, that’s 
ironic. 

Y ou see, | 
ceptionally 


happen to be an ex- 
productive salesman—re- 
sourceful, creative, dedicated. An im- 
pressive record of accomplishment 
substantiates the immodest claim. But 
I’ve had the damndest time finding 
the organizations which, presumably, 
are in such need of men of my ability. 

[ advertise in The New York 
Times. Financial Section—display 
space. Hard-hitting copy. A flock of 
replies—from marginal producers, 
dubious security floaters, desk space 
rentees. Not a solid proposition in the 
lot. 

[ call on the employment agencies. 
The interviewer glances at the top 
line of my application which lists my 
most recent position, opines, ‘No, 
nothing in your line today. Right 
now I need somebody who’s been 
traveling Altoona to -McKeesport 
with diapers. At least 10 years’ ex- 
perience. Sorry.” 

Now nobody is a diaper or appli- 
ance or chemical salesman. One is 
or isn’t—a salesman! So long as it 
has competitive merit—or unless it 
requires special technical knowledge 
not readily acquirable—the product 
is irrelevant. Put a creative salesman 
into a new territory with an unfa- 
miliar product and, in a short time, 
he will dramatically outsell the hack 
who has been swapping yarns with 
buyers Joe, Ben and Bob for decades. 

But the employment agency plays 
it safe. It won’t risk recommending 
anyone not obviously qualified by vir- 
tue of the specific experience called 
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r. 
My own background has_ been 


richly diversified. Each product or 
service I’ve tackled has been new and 
challenging. I’ve invariably chalked 
up a gratifying volume of sales, in- 
spired in clients an astonishing degree 
of loyalty. 

But how do I sell these qualities ? 
Where do corporations make their 
need for salesmen known? A better 
answer than those available will help 
solve the problem of enlisting compe- 
tent sales personnel. Certainly the 
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channels between companies needing 
men—and men needing companies— 
could be readily improved. 


Edward Kending 
New York, N. Y. 


Recruiter Has Two Jobs 


Epiror, SALES MANAGEMENT: 

I heartily applaud your article on 
recruiting ( “Recruiting: Good Sales- 
men Are Everywhere But in Very 
Small Numbers, Aug. 17, p. 50) and 
particularly on the chart on p. 51 
based on Jack Klein’s poll. 

There are many good potential 
salesmen who do not know they can 
sell and are therefore apt to decide 
selling does not appeal to them as a 
career. So the recruiter has two jobs: 
(1) to sell the potential salesman on 
selling as a career; (2) to sell him 
on his company and product as the 
basis for a successful selling career. 

I also liked the suggestions in the 
chart as to how to get the most out 
of an employment agency. After many 
years as a salesman and sales execu- 
tive and eight years as an instructor 
of salesmanship, I have entered the 
field of employment counseling. I con- 
sider it is the employment agency’s 
function (1) to know the require 
ments as to manpower of its employer 
clients and (2) to know how to un- 
earth sales talent among applicants 
and how to present a realistic picture 
of each applicant’s qualifications and 
aptitudes to the indicated employer. 

To accomplish this, as your article 
points out, it is essential to have the 
cooperation of the employer in pro- 
adequate picture of the 
qualities and aptitudes sought in sales 
trainees and in experienced salesmen. 


viding an 


Gail Murphy 


Counselor for Sales and 
Foreign Personnel 

Associated Agencies Employment 
Service 

Orlando, Fla. 


Need “Firing Line" Men? 
Epiror, SALES MANAGEMENT: 

I would like to inform you of my 
reaction to the article in the August 


(continued on page |7) 


Magnetic Tape 
in Business 


BY 
PAUL JANSEN, Sales Manager 


A NEW WAY to get more reliable consumer 
research information comes in this interest- 
ing suggestion from Dr. Ralph G. Nichols, 
Chairman, Committee on Listening Com- 
prehension of the National Society for the 
Study of Communication. Dr. Nichols says 
magnetic recording tape can uncover the 
facts about your business you'd like to know 

. do it more easily and accurately than 
customer questionnaire cards, complaint or 
suggestion boxes, surveys or other such con- 
ventional research methods. 


COMPLAINT , A ‘FEEDBACK 
- 800TH BOOTH” is Dr. 
Nichols’ suggestion 
for getting the 
facts. Made like a 
‘phone booth, but 
with automatic 
tape recorder and 
microphone in- 
stead of a tele- 
phone, these ‘‘feed- 
back booths’ may 
be placed conven- 
iently near entrances in retail stores. 
In the privacy of the booth, foodstore, 
drug, department store customers could 
express their satisfaction, voice com- 
plaints, make suggestions and offer re- 
actions to store service, personnel and 
merchandise. Their recorded reactions 
would offer valuable clues to better 
business methods, Dr. Nichols feels. 


THE MAGIC OF MAGNETIC TAPE 
makes it possible to record up to 1% hours 
of customer suggestions of a single 714” reel 
of the new long playing tape playing at 334 
rpm. And with magnetic tape there’s noth- 
ing to wear out, no chip or scratch problem 
to worry about. Tape is almost indestruct- 
ible, can be used over and over again and 
always keeps its remarkable murror-like 
reproduction quality. 

MOST FAMOUS TAPES of all are 
“SCOTCH” Brand Magnetic Tapes. Now 
available in a wide variety of reel sizes, 
made to meet the rigid requirements of 
many different industries, “SCOTCH” 
Tapes have a world-wide reputation for 
highest fidelity and dependability. No 
wonder they're outselling all other 
brands in this country and abroad. Try 
“SCOTCH” Brand Magnetic Tapes on 
your machine soon. You'll enjoy sound 
as you ve never heard it before. And it’s 
a wonderful business aid! 


FREE BOOKLET TELLS ALL! 

You'll find the answers to many 

questions in the fascinating 

new 20-page booklet, ‘“You 

Don’t Have to be a Recording 
Expert...” It tells how to 

splice tape, how to edit and S 
time tape reels, even how to make higher 
fidelity recordings. For your free copy just 
drop a card to: Business Division, Dept. 
FV-96. Minnesota Mining and Manufac- 
turing Company, 900 Fauquier Ave., St. 
Paul 6, Minnesota. 


The term “SCOTCH” and the plaid design are 
registered trademarks for Magnetic Tape made 
in U.S.A.by MINNESOTA MINING AND 
MFG. CO., St. Paul 6, Minn. Export Sales 
Office: 99 Park Avenue, New York 16, N.Y. 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION— 
INDUSTRIAL SALESMAN GETS TO NEW PLANT EXECUTIVE 
WITH BUYING AUTHORITY—RIGHT FROM THE START. 


You know Mill & Factory gets to 
new buying influences first!...because... 


SEEPS | tem eRO e, 


We get the word straight from the culation method. 1,645 full time 


field! Industrial salesmen tell us 


It doesn’t matter what the new 
plant executive's title is. If he has 
buying influence, the industrial sales- 
man will know it. Industrial sales- 
men know that titles are no guide to 
buying influence. The buying power 
behind the title is the only thing 
that counts! 


That's why MILL & Factory util- 
izes the unique Franchise-Paid cir- 


industrial sales engineers make over 
2,000,000* sales calls a year on the 
important plants in every trading 
area of the U.S. 


These salesmen personally select, 
as readers of MILL & Factory, their 
most important sales contacts. 


MILL & Factory is the only in- 
dustrial publication specifically de- 
signed to do industrial advertising’ s 
first and most important job —to 


back up your salesmen by reaching . 
the same men they must see to sell 
your produc ts! 


*Based on the conservative estimate 
of 5 calls per day per salesman. 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. 


a Comever~Mact 
aga 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 


SALES MANAGEMENT 


LETTERS 


17 issue (‘‘Recruiting: Good Sales 
men Are Everywhere But in Very 
Small Numbers’). In my opinion it 
is one of the best articles dealing with 
the recruitment of salesmen vou have 
ever published. 

‘The chart on Where and How to 
!.ook for Sales Candidates is succinct 
and most informative. 

Under the heading “Outsiders” you 
list the excellent Sales Executives 
Clubs (of one of which I am a mem- 
ber). This will, of course, give the 
seeker only men on management level 
venerally. How about using sales 
nen’s clubs for “firing Line’. mate 
rial? 

One ot such is the Guild of Cath 
olic Salesmen who have over 200 
salesmen enrolled. Seventy-five pei 
cent of its members are “front line’’ 
men. Most of the members are satis 
fied with their present connections but 
the occasional few who are seeking 
new connections would form a rich 
manpower pool from which to make 
selections. 

We will gladly work with any con 
ern seeking salesmen and consider it 


' : 
an honor to do so 


( Y Hanlon 


President 


last Williston, N.Y 


Objections Overruled 


Ipiror, SALES MANAGEMENT: 

| wonder if you would have any 
objections to our reprinting the al 
ticle on p. Si. “Where and How to 
l.ook tor Sales Candidates,” in your 
\ugust 17 issue. 

We would send these coples to l 
Carrier distributors and 20 


wr offic es. 
Skogl nd 


Director of Sales ‘lrainine 
Carrier Corp. 


Syracuse, N. ¥ 


“Barricaded Door" Out the 
Window? 


ISorror, SALES MANAGEMENT: 
Your August 3 issue had so many 

exceptionally good articles in it that 

| want to tell you of my appreciation, 


(continued on page 19) 
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SOUTHERN CALIFORNIA EptsOon COMPANY 


Wild climate permitted economical 


open-air construction 


for the giant 280,000 kilo 
Southern California Ediso 


A powerful reason 


for Quality! 


Every letter signed in your office carries two message: 

ts written words, and oftentimes more important, a significant 
impression of your corporate character. For example, a handsomely 
simple design on a quality Strathmore Paper underscores the de- 
pendable reputation of the Southern California Edison Company. 
Have your supplier show you samples of Strathmore Letterhead 
Papers. See for yourself the difference a quality letterhead makes 


in a powerful portrayal of your company. 


Southern California Edison Company supplies low-cost 
electricity to nearly a million-and-a-half customers. Its twenty-four 
hydro-electric plants, some located in the High Sierra Mountains, 
and eight fuel-powered plants, have a generating capacity af well 


over two million kilowatts to supply power for residential, commer- 


cial and industrial use. 


CRIPT 
TRATHMORE WRITING 
OLONY ENVELOPE 


STRATHMORE LETTERHEAD PAPERS RATHMOR ARCHMED TRATHMORE S<¢ 
TH TLE AR BON ALEXANDRA BRII 

ND. ENVELOPES T¢ ATCH CONVERTED BY 
STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BONI 


ON N KIN 


RANSMASTER, REPLICA 


Prominent Users of Strathmore Letterhead Papers: No. 124 of a Series 


RATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY WEST SPRINGFIELD, MASSACHUSETTS 
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wae fC ne Jmpact 


USE THE NEW YORK JOURNAL-AMERICAN 


Largest Home-Going Circulation, Plus Multiple Family 
Readership, Brings You Concentrated Coverage Where it Pays Off 


The Journal-American has - always all kinds of people at all income levels. 
been New York’s outstanding leader Primarily, the “new” New York mid- 
in the home-going newspaper field. dle-income market is the Journal- 
In ABC circulation and in multiple American’s stronghold—the on-the- 
family readership, the Journal-Ameri- way-up families whose buying power 
can tops al] other five-cent New York is most important for you to tap. 


newspapers by an impressive margin. P , 
pap y P 6 In active market responsiveness; you 


Any newspaper with the Journal- get much more from your advertising 
American’s editorial vitality reaches in the New York Journal-American. 


MORE THAN 1,600,000 MEN AND WOMEN READ THE JOURNAL-AMERICAN DAILY— 
THE LARGEST CONSUMER AUDIENCE OF ANY FIVE CENT NEW YORK NEWSPAPER 


$180,000,000 per year goes for Their yearly drug purchases total 
furniture, radios, TV sets and $69,000,000 
various household appliances. 


Their checks at eating and drink- 
ing establishments add up to a 
staggering $329,000,000 yearly 


YOU CAN’T COVER NEW YORK WITHOUT THE 


Journal ‘s¢, American 


FAMILY ENTRANCE TO THE WORLD’S GREATEST MARKET 


WEW YORK 


SALES MANAGEMENT 


LETTERS 


and answer the questions in the box 
on p. 62 regarding the article en- 
titled ‘““The Prospect Behind the Bar- 
ricaded Door.” 

Questions one and two can, pos- 
sibly, be answered with one thought. 
The techniques used by Mr. Black- 
wood, and I am sure by many other 
top grade men, were used only on 
those prospects that really were be- 
hind closed doors. Thanks to the en- 
lightened attitude of most business- 
men who.see salesmen, brought about 
by the good work of the Sales Execu- 
tives and the Purchasing Agents asso- 
ciations, the “barricaded door”’ is be- 
coming less numerous. When a pros- 
pect is found that will not grant the 
courtesy of an interview, Mr. Black- 
wood’s methods are to be condoned 
if used. 

Question three is thought pro- 
voking. However, it seems to me that 
you have answered this question in the 
next-to-last paragraph of the article. 
If the device to gain an audience is 
done in good taste, with finesse, and 
in good humor—and if your proposi- 
tion is worthy of the prospect’s time, 
then I cannot see how any disparage- 
ment can result. 


Productive Sales Work 


Since we must expect only the more 
successful salesmen to entertain ideas 
such as are described in the article, it 
seems to me that they could not find a 
more rewarding effort. Exercising the 
imagination and using the ingenuity 
required will help them in their cre- 
ative selling which will, in turn, in- 
crease their productive work as sales- 
men. Again, meeting the challenge of 
the barricaded door successfully im- 
proves that spirit with which he must 
approach each sales presentation if the 
salesman is to grow in his work. 

Incidentally, on p. 42 to the left 
of the pink idbete it says, ‘(see 
illustration). Is there an_ illustra- 
tion? Or am I losing my grip? 

Your excellent magazine is enjoyed 
by me immensely, and I do get many 
helpful ideas from almost every issue. 
Thank you for adding so much to my 
membership in our organization. 


Herman G. Strauss 
President 


Majestic Wax Co. 
Denver, Colo. 


& You are not losing your grip- 
there is no illustration. Maybe we 
are, but your last paragraph gives us 
hope the grip still holds. 
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new display dimensions 
get selling action... 


at coynter-card cost! 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 

sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


PRINTING Doteasy 


c 
HICAGO e NEW YORK e DETROIT 
KANSAS CITy « py 


ILADELPHiA 


49d other ; 
MCT PriNcipa t 
Pa! cities 


CHICAGO SHOW PRINTING COMPANY «+ 2660 N. Kildare Ave. + Chicago 39 


U. 8. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 


‘*My feelings toward the publication can best be “I find. . .U.S.News & World Report virtually 
expressed in these words -- ‘no week complete indispensable to get the real low-down on the big 
without it’. ”’ stories of the day, and to get the original text 
and testimony on which so many of the big stories 
GENERAL MANAGER are based so I can read and decide for myself.’’ 
Building Products Division 
Manufacturing Company VICE PRESIDENT 
Radio-TV Network 


.an indispensable medium for furnishing 
worthwhile information on world affairs.’’ 

.read more of the copy of this magazine 
har of the other news magazines put to- 
gether. Believe you have the outstanding 
weekly news magazine published,’’ 


VICE PRESIDENT 
Major Eastern Railroad 


n any 


VICE PRESIDENT 


. -your publication comes nearer fulfilling Manufacturing Company 


the needs of American businessmen than any 
other I know.’’ 


PRESIDENT ‘It is the only magazine which 
i ver each week.”’ 
Major Soft Drink eact eek. 
Manufacturer VICE PRESIDENT 
Manufacturing Company 


I read cover to 


Important people don't talk lightly. 


This is what they say about 
“U.S.News & World Report.” It can 


be summed up in just one word... 


.I think it is the No. 


l news magazine of “a 
the country 


am particularly impressed by what appears 
to be your ability to obtain information not 


CHAIRMAN, Major Oil Company availabl » other publications. 


SALES MANAGER 
Office Equipment Manufacturing 


Company 
‘*You can quote me or 


his report: I think your 


business and political reporting is second to 


none,’”’ 


VICE PRESIDENT ‘‘I read the magazine each week and think it 
Major Advertising Agency presents the most factual information on 
subjects covered, I like the full treatment 
given t yntroversial problems -- busine: 
economics, and politics.’’ 
. rhe interviews with personalities wh 
ith personalitic 10 VICE PRESIDENT and 
are instrumental in making the news reveal 
begga coger epee * SECRETARY 
mucn o e wny ol ne news, 
Major Advertising Agency 
PRESIDENT 


Major Chemical Company 


SALES MANAGEMENT 


‘Frankly I should hardly know how to keep 
thoroughly and accurately informed without 
it. For the excellence of its news presenta- 
tion, it simply has no peer.’’ 


CHAIRMAN, Advisory Committee 
Credit Indemnity Company 


‘‘As a part of my work, I have occasion to do 

a great deal of speaking before my employees 
and other groups. I find that U.S.News & 
World Report is a ready reference to the latest 
and most complete analysis of almost any sub- 
ject which I might wish to discuss. . .I have 
gotten to the place where I wouldn’t want to be 
without it, which, by the way, isn’t true for me 
with any other magazine. The barb has been 
set, and Iam completely hooked.’’ 


VICE PRESIDENT 
Major Oil Company 


U S.News & WorLp Report is an important essential to an 
important segment of the people sparking the new ideas, do- 
ing the big buying, making the big decisions in America today 
“U.S.NEws & WoRLD REPORT’ is essential to them because, to 
the exclusion of all else, it concentrates on reporting and analyzing 
useful news which these people can apply to their business plans 
and decisions. Much of this news is original news, too—news not 
published before, news they find nowhere else. And it’s the com- 
plete news—full texts, thorough interviews with leaders in every 
field, and book reprints which focus attention on questions with 


All the excerpts on these 
pages are from our 1956 reader 


correspondence files 
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‘‘I find I can get more out of it in less time 
and enjoy reading it more than any of the other 
magazines of its type.’ 


PRESIDENT, Luggage Company 


‘It is my bible. I read it studiously and regu- 
larly and must say it fills a niche not covered 
by anybody else.’’ 


VICE PRESIDENT 
Automobile Manufacturing Company 


se 


. . .unsurpassed for comprehensive coverage 
of the world scene, and its great diversity of 
facets, and integrity in interpretive reporting. ’’ 


VICE PRESIDENT 
Major Southwestern Bank 


immediate and long-range importance to plans and decisions. 

That's the basic reason why ““U.S.NEws & WorLp REporT’s” 
circulation of 800,000 is so highly concentrated among managerial 
people in business, industry, government and the professions— 
three out of every four subscribers. It’s also the basic reason why 
more and more companies are using “U.S.NEws & WoRLD 
Report” to help sell their products and services. In the period 
1950-55 “U.S.NEws & Woritp Report” Jed all magazines in 
advertising page gains 


An essential magazine 
Essential to more and more readers 


Essential to more and more advertisers 


Now more than 825,000 


NET PAID CIRCULATION .. . a market 


not duplicated by any other magazine in the field 


‘ Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y 


Other advertising offices in Boston, Philadelphia, Cleveland, Detroit 
Chicago, St. Louis, San Francisco, Los Angeles and Washington 


Hunting big game... 


. or big sales, the principle’s the same! You 
have to know where, and how to hunt. If you’re 
looking for big sales results, use the fertile 
Columbus, Ohio, market . . . and let The Colum- 
bus Dispatch be your guide! See what this 
combination offers! 


In addition, when you advertise in Columbus, 
you get a proven test market . . . preferred by 
ALL advertisers as the No. 1 test market in 
the mid-west, and the No. 3 test market in the 
nation. You also get a diversified population, 
an isolated market, saturation coverage at low- 
est cost, the advantages of full color ROP, and 
sales results you can see! 


a. a 
us, BoHto, MARKET* 


COLUMBUS ABC CITY ZONE POPULATION now more than. . 502,000 
EFFECTIVE BUYING INCOME, Franklin County $1,220,110,000 
TOTAL RETAIL SALES, Franklin County ... ..$761,59 1,600 


or $4382 per family 


.$164, 157,000 
........ $25,718,000 
$ 140,831,000 


ee & eeeg Apparel .......$ 51,461,000 Gas Stations ..$ 47,233,000 


General Furniture, Lumber, Bldg., 
Merchandise . $130,323,000 Household ...$ 34,428,000 $ 49,516,000 


For your next schedule, use the Columbus Dispatch as your guide to 
greater sales in Central Ohio . . . it’s the ONE newspaper that blankets 


the entire market. Write for information, The Columbus Dispatch, Co- 
lumbus 16, Ohio, 


“ Golumbus Dispatch 


READ IN MORE THAN 4 OUT OF 5 COLUMBUS HOMES DAILY, 
MORE THAN 9 OUT OF 10 SUNDAY 


*Source SMSBP 1956 


National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los 
ngeles, San Francisco, McAskill & Herman. Inc., Miami Beach 
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SIGNIFICANT TRENDS 


Marketing News 


COLOR TV BROADCASTING has made tre- 
mendous progress this year, The major networks, 
and their owned and affiliated stations, have been 
following a fast-paced time-schedule in acquiring 
color equipment. Concurrently, they’ve expanded 
color programming several fold in the past 12 
months. All this represents a sizeable speculative 
investment in the future; speculative because there 
are still considerably fewer than 100,000 color sets 
in the nation’s homes. (There are 37 million black 
and white sets.) 


NBC is chief pace-setter. In addition to carrying 
network color, several of its stations are equipping 
themselves to originate it. For instance, next Mon- 
day, September 24, WRCV-TV in Philadelphia will 
begin color broadcasting with two color cameras 
and a color film chain. Two weeks ago, WRCA- 
TV, New York, expanded its facilities and is now 
similarly equipped. Approximately 65% of all 
weekday live broadcasting by this station is in color. 


Last April, another NBC station, WNBQ, Chicago, 
became the world’s first all-color station. It is pres- 
ently broadcasting 50 hours a week in color. (The 
NBC-fV network has doubled last year’s color 
schedule and now sends out 80 hours a month.) 


Los Angeles’ KRCA will have two color cameras 
in operation around December 1. In Washington, 
D. C., WRC-TV is building a new $4 million sta- 
tion, specifically designed for local and network 
color programming. 


Over at CBS, the pace is somewhat more cautious, 
but the CBS “eye” is far from color blind. There 
are now 121 CBS affiliates equipped to carry net- 
work color. This is a 30% increase over last year. 
And, throughout the current season CBS-TV will 
program 5'2 hours a week of color shows, on the 
average. This is more than three times the figure of 
last season. 
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as Viewed by the Editors 


ABC-TV’s president, Robert E. Kintner, is ready 
for color, but he’s reluctant to enter the program- 
ming race just yet. He puts it this way: “We are 
equipped at both our owned and affiliated stations 
to go to color when color becomes a national medi- 
um, That will be,” he declares, “when there are 3 
to 4 million sets across the country.” 


If we may use official NBC-TV estimates to in- 
terpret the statement of ABC-TV’s president, Kint- 
ner will not “go to color” until the middle of 1959. 
The NBC-TV survey estimates the number of color 
sets in use to total as follows: January 1, 1957, 
300,000; January 1, 1958, 1 million; 1959, 3 mil- 
lion; 1960, 7.2 million; 1961, 12.5 million. 


AIRLINES ARE ACTING to rid themselves of 
the costly problem of “no-shows.” Effective last 
week, they began insisting that passengers pick up 
and pay for their tickets at least six hours in advance 
of scheduled departure. Starting February 1, 1957, 
the airlines are expected to inaugurate a late can- 
cellation service charge and a monetary penalty for 
no-shows. The late cancellation charge has been 
set at 10% of fare, with a minimum of $1 and a 
maximum of $3. A no-show may forfeit 20% 
of the value of his one-way fare. Minimum is $3; 
maximum $20. 


Travellers, as well as the airlines, will benefit from 
this new policy. Businessmen should have less 
trouble making reservations on desired flights and 
the airlines expect that they’ll fly fewer empty seats 
around the country. 


MUSIC STRIKES HIGH NOTE. Banjo sales, said 
a spokesman for the National Association of Music 
Merchants, have been “spectacular.” Piccolos and 
sousaphones haven’t done badly either. The over- 
all sale of musical instruments this year is running 
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Significant Trends 


8% ahead of last year’s dollar volume and looking 
ahead, music dealers expect such sales to bring in 
$410 million. In addition, hi-fi purchases, coupled 
with phonograph sales, may hit half a billion dollars. 


Credit is late to come to the music field, but a few 
weeks ago C. G. Conn, Ltd., 81-year-old instrument 
maker of Elkhart, Ind., which hit the headlines at 
both political conventions this summer, announced 
that it will have an installment plan, the first in the 
industry. This move is expected to spur industry- 
wide sales of musical instruments which, it is esti- 
mated, will total 1,750,000 this year. It’s surprising 
how long the credit bandwagon has rolled along 
sans music! 


CANNED FOODS COMPETITION in Canada 
will increase considerably as a result of a proposed 
merger now up for stockholder approval. Canadian 
Canners, Ltd. (sales: $42 million) is expected to be 
merged with California Packing Corp. (sales: $250 
million). The combination, which will introduce 
Calpak’s full brand-line of Del Monte to Canada 
and which will more strongly promote CC’s 
Aylmer brand, can be counted on to disturb the 
status quo among present canned food marketers 
in the provinces. 


Calpak is the last of the big canning concerns to 
get into Canada. Preceding it are Libby, Green 
Giant, Campbell, Stokely, Heinz and Hunt. How- 
ever, once the merger is approved, the California 
canner will control the largest canning operation in 
that nation—in fact, in the world. 


Canadian Canners is more diverse, in some re- 
spects, than California Packing. For example, 
CC’s Aylmer brand includes a line of baby foods, 
one of soups, one of jams and jellies, none of which 
Calpak has. Canadian Canners, on the other hand, 
does not process as wide a variety of fruits and 
vegetables, mainly because Canada does not pro- 
duce as great a variety. At present, if Canadian 
consumers want to buy Del Monte pineapple juice, 
it comes from the U. S. and carries a 15-20% duty. 


The American merger-backers see a tremendous 
future in the Canadian food market. They point 
to the fact that Canada’s land area is greater than 
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that of the U. S. Its present 16 million population 
is increasing at a rapid rate—and there is plenty 
of room to grow. 


Another factor influences Calpak’s decision. Many 
U. S. magazines, such as “Life,” the women’s maga- 
zines and most of the slicks are widely read in 
Canada. Some of them have really heavy circula- 
tions. Now, when Calpak advertises Del Monte 
corn or peas in one of these publications the Can- 
adian circulation is wasted. It only benefits when 
the ad promotes fruits or other products that it 
can sell competitively despite the duty. 


The plan, hinging on merger approval, is to pro- 
mote Del Monte alongside Aylmer. Both brands 
will be nationally advertised in Canada. The Can- 
adian company will be a separate Calpak subsid- 
iary, but promotion efforts will be dovetailed. 


Marketers might wish to watch the progress of Del 
Monte in Canada. For the companies now mar- 
keting there it will be a test of how much brand 
loyalty they have achieved in years past. Perhaps 
some conclusions on how to build and hold con- 
sumer loyalty will evolve. 


WASHERS AND DRYERS continue to be sold as 
matched pairs with increasing frequency. Today, 
for every three automatic washer sales, there is one 
dryer sale. This compares with a 5 to 1 ratio four 
years ago and a predicted 2 to 1 ratio in 1960. 


INGENUITY is a great sales-maker — especially 
if a bargain is connected with it. Recently a Balti- 
more drug chain advertised “Fresh drugs for old— 
at half price.” People were invited to bring in an 
old bottle, tube or package and receive a new one 
at half price. Schick recently offered a trade-in 
discount of $7.50 toward its latest electric de- 
whiskerer for any old razor (blade or electric) and 
collected a 20-foot pile of second-hand shavers. 


I. W. Harper, anticipating nippy football weather, 
has introduced a flexible, flask-size plastic bottle- 
cover with a finish resembling hammered gold which 
is given free to those who purchase pints or half- 
pints of the distillers bourbon. It’s called the 
“Traveller” and makes an inconspicuous and handy 
pocket-fitting carrying case. 
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estinghouse 


Comes Back 


SELLING 


After five long "'strike-stricken'’ months, 70-year-old 
Westinghouse jumps back into industrial and consumer 
markets with new blood, new ideas, new energy. Among 


targets: A full year's volume in just nine months; a 
billion dollar—60%—increase in annual sales by 1960. 


BY LAWRENCE M. HUGHES 


The wheels of Westinghouse are 
turning fast. 

The strike which ended just six 
months ago already seems a far-away 
memory. 

But the strike was plenty grim 
while it lasted . . . and it lasted for 
156 days of creeping corporate paraly 
sis. 

It cost 50,000 employes $90 million 
wages. 

It cost Westinghouse Electric 
Corp., Pittsburgh, $300 million in 
sales; halved net profit from $79.9 
million in 1954 to $42.8 million in 
1955, and in this year’s first quarter 
threw the outfit for an $18.9 million 
loss. 

It spurred competitors in droves 
to push their stuff onto “Westing- 
house” floors and shelves. 

It ripped into and might soon have 
ruined dealer relations, employe mo- 
rale and the world-wide reputation 
of this company, which on, many 
fronts over 70 years has paced the 
nation’s progress, and which had 
grown — in assets, sales, profits and 
other criteria —- to rank among the 
First 15 among all American manu- 
facturers. 

Six months ago the question was: 
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To what extent, and even whcther, 
old Westinghouse might come back. 

Today it is: How far will the new 
Westinghouse go? 

Actually, even during the strike, 
the company revealed a rather sur- 
prising strength. In 1955 — a year 
that covered 10 “general strike’ 
weeks, earlier work stoppages and 
other problems — goods produced and 
billed declined only 12% from $1.636 
billion in 1954 to $1.441 billion. In 
that year of expanding economy rival 
General Electric Co. could step up 
sales only 4.6% from $2.959 to 
$3.059 billion: G-E gained in dollar 
volume only two-thirds as much as 
Westinghouse lost! 

The Westinghouse sales dollar last 
year was divided: 55% apparatus (or 
big stuff) and “general” (largely in 
dustrial) products; 30% consumer 
products, and 15% defense orders. 
(Since 1951 the share of apparatus 
and “general” has declined 9%. De- 
fense products gained 5% and con 
sumer products 4%.) 

This year — despite 12 “general 
strike’ weeks and then weeks more 
getting all production facilities roll- 
ing and distribution pipelines filled— 
Westinghouse has set out to sell at 


least $1.5 billion. 

Quite a comeback. But still just 
a Starter. James H. Jewell, vice-pres- 
ident for sales (a calm, analytical 
veteran of 36 years with the com- 
pany) tells sm that in 1960 Westing- 
house will sell $2.5 billion. 

Of this 60% larger total, Jewell 
shows, one-third ($800 million) 
would be apparatus; one-fifth ($500 
million) defense; 14% ($350 mil- 
lion) “general” products, and a full- 
third or $800 million, consumer prod- 
ucts. 

Jewell does not say where pioneer- 
ing in nuclear power, both for defense 
and industry, may put Westinghouse 
in this picture. But the company’s 
sales of such equipment in 1956 alone 

—just two years after the AEC “re- 
leased” the atom for non-military 
fueling and energizing — are esti- 
mated at about $100 million. 
How fast and far will this grow in 
four years? 

Product group executives support 
Jewell’s projections, and some even 
make the $2.5 billion total by 1960 
look tame. 

J. B. Walker, sales manager of 
the apparatus divisions, expects to do 
$600 million or more this year, and 
sees this group growing as fast as the 
electrical industry — which long has 
doubled volume every decade. 

But W. W. Sproul, Jr., v-p for 
general products, points out that in 
first half 1956 his broad line — from 
motors to Micarta resinous plastics 
and elevators to packaged air-condi- 
tioning—was 22% ahead of first half 
1955. A mere 20% annual gain 
would give this group over $500 mil 
lion by 1960. 

And Chris J. Witting, a 42-year- 
old showman and salesman, a relative 
newcomer to old Westinghouse, and 


since last November v-p for consumer 
products divisions, says that “money, 
sex and guts” drives will double their 
volume to a full $1 billion by 1961. 

New policies and new products, 
explains Witting, promoted by “vig- 
orous, determined new people and by 
re-inspired, re-invigorated veterans” ; 
supported by more than $30 million 
advertising this year in such programs 
as “Watch Westinghouse” and 
“Operation Landslide” for the cur- 
rent national political campaign, will 
turn the wheels faster toward a far 
bigger tomorrow. 


Gwilym A. Price 
Chairman and President 


Mark W. Cresap, Jr. 
Executive Vice-President 


J. H. Jewell 
Vice-President, Sales 


What Can Westinghouse 
Throw into the Fight? 


“Watch Westinghouse” ... why? 

Who is Westinghouse? What can 
this outfit put behind the plans for 
tomorrow’s $2.5 billion business? 

Westinghouse is 136,000 common 
stockholders (common and preferred 
together total approximately 140,- 
000). During and since the _five- 
month strike period the number of 
commdn stockholders grew by some 
23,000 to 136,000. In the last lean, 
12 turbulent months their common 
shares fluctuated only 15 points, from 
67 to 52, and now are near 60. They 
own a corporation which still has $1.3 
billion some $700 million 
working capital and $800 million net 
worth. 


assets, 


Westinghouse is 120,000 workers. 
About 50,000 of the then 115,000 
went out on strike. But only 5% of 
all, and one-half of 1% of technical, 
engineering and research people, left 
the company for “strike’’ reasons. 
Among both groups turnover was 
less than normal. Of all 98 plants, 
58 were not struck, and in struck 
locations 8,500 employes came back 
on their own before the strike ended. 

Westinghouse is a recently com 
pleted, $296 million, five-year pro- 
gram to improve and enlarge facili 
ties. . . . And already the company 
is embarking on another five-vear, 
$300-million-plus plan. 

This company is 300,000 adapta 
tions of 8,000 basic products, pri 
marily electrical, ranging from multi 
million-dollar generators to lamp 
bulbs. 

It is 9,000 engineers and Scientists ; 
3,300 controllers of quality; 12,000 
charged with getting $1.5 billion of 


fe 
Chris J. Witting, v-p 
Consumer Products 


all these things sold and distributed. 
Of these 5,000 work with 125 sub- 
sidiary Wesco supply houses, and 


7,000 of Welco’s (Westinghouse) 


- own people work out of 150 sales 


offices in this country. Although the 
circled (W) products find markets 
in 113 “countries,” 90% of entire 
volume is done in the U.S. 

Westinghouse is five radio and four 
TV stations, from Boston to San 
Francisco. . . . In 1920 its keystone 
station, KDKA, Pittsburgh, became 
the first broadcaster when it told the 
world of the election of Warren 
Gamaliel Harding. 

Until now, especially, (W) has 
stood for research. The company 
opened its first laboratory in 1886, 
the year of its founding. ‘This month, 
supplementing and coordinating 
scores of divisional laboratories, a 
corporate Laboratory Center is being 
formally opened in Pittsburgh. 

The creative tradition began with 
the quest by George Westinghouse 
and a few associates in a back-alley 
Pittsburgh building, into alternating 
current electricity. The direct current 
then in use could be transmitted only 
by building a power station every mile 
or so. A Westinghouse a-c system lit 
the Chicago World’s Fair of 1893. 

(W) means education. In 1888 
the company began a training pro- 
gram for college graduates and trade 
apprentices, and in 1903 an Educa- 
tional Center for people in all de- 
partments, including Sales. In 1910 
it started an employe suggestion plan. 
A lot of people stayed and grew un- 
der the (W). The management was 
pretty proud of its “labor relations.” 

But in the recent showdown with 


A. C. Monteith, v-p 
Apparatus Products 
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the unions, they have shown that 
they can also be tough. Gwilym A. 
Price, chairman and president, and 
his managers held out for and, he 
says, won: 

“1. A five-year package of wage 
and other benefits to employes that 
will enable us to meet competition on 
an equal footing. 

“2. Retention of management’s 
right to manage—to operate our 
plants as efficiently and productively 
as possible.” 

Ex-banker Price presides over a 
20-man board, most of whom are 
“outsiders.” ‘The investment house 
Kuhn, Loeb & Co. (which long ago 
helped Westinghouse get going to 
rival “J. P. Morgan’s” G-E) ap- 
pears on it in the person of John M. 
Schiff. Retired a year ago was the 
controversial “Thomas I. Parkinson, 
ex-president of Equitable Life of the 
U.S. (which in 1951 participated in 
a $300 million loan to Westing- 
house. ) 

In management L. E. 
now vice-chairman of the board, has 
been succeeded as executive v-p by 
Mark W. Cresap Jr., former man 
agement counsel. The elderly An 
drew W. Robertson, at Pittsburgh, 
continues as finance chairman. 

Directly under Price and Cresap 
is J. K. Hodnette, vice-president and 
general manager in charge of the op 
erations of all of the company’s prod 
uct groups. In staff positions are nine 
“guidance” executives: a v-p for co1 
porate affairs and secretary; v-p for 
information services; 


Osborne, 


treasurer and 
the chairman of the planning commit 
tee; controller; v-p for sales (J. H. 
Jewell) ; v-p, engineering, v-p, manu 
facturing; v-p, industrial relations; 
v-p, purchases and traffic. 

At the line or product group level 
are five vice-presidents, each super- 
vising divisions and departments 
within each division. ‘They are A. C. 


W. W. Sproul, Jr., v-p, Mgr. 
General Products Group 
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& 
Monteith, apparatus; W. W. Sproul, 
Jr., general products; Chris Witting, 
consumer products; Leslie E. Lynde, 
defense; Charles H. Weaver, atomic 
power. 

Thus 19 men (including Os- 
borne, excluding Robertson) are get- 
ting the “new” Westinghouse ready 
to do that $2.5 billion volume by 
1960. At the “normal” 5% ratio of 
profit to sales, this would produce 
for the owners a clear gain of $125 
million. In fact, in three years of the 
last decade (W) earned 7% or bet- 
ter. That rate would net $175 mil- 
lion or more annually. 

Price predicts “the most productive 
era in our history.” 

In the midst of the strike manage- 
ment was busy preparing for progress. 
On February 21, in the arinual report 
for 1955, Price told stockholders 
about “long range,” but flexible, mar- 
keting plans. For better balance 
Westinghouse would emphasize ‘‘con- 
sumer product markets.” It was 
“strengthening these sales, distributor 
and dealer organizations,” and seek- 
ing to cut the costs of physical distri 
bution. 

‘The company’s advertising was not 
“struck.” With the launching of the 
submarine Nautilus, corporate adver- 
tising was resumed in 1955 after a 
three-year lapse to stress “the com 
pany’s position .as ‘first in atomic 
power.’ ” 


Westinghouse was going 
ahead with plans, made a year ago, to 
sponsor CBS ‘TV and radio broad- 
casts of the political conventions, de 
bates and elections. 

At the stockholders’ annual meet 


Pittsburgh on April 4, the 
president could strike a stronger note. 
Annual budgets prepared in late 1955 
“must be completely revised... . We 
must step up our expenditures 
especially in advertising and promo- 
tion, to recover lost ground.’ 


Models of 


ing in 


1956 consumer prod 


Richard J. Sargent, Mgr., Mktg., Dist. 
Consumer Products Divisions 


ucts were shown in Syria Mosque, 
where the meeting was held. “If you 
insist on buying one on the spot,” 
Price said, “I’m sure that can be ar- 
ranged.” 

Key words of this meeting were 
“Watch Westinghouse!” They sum- 
marized the company’s “most com- 
prehensive and aggressive . . . cam- 
paign.”’ The stockholders even learned 
about media and increased local pene- 
tration. 

Despite a second-quarter net profit 
of $6.9 million, Westinghouse wound 
up the first half with an $11.7 mil- 
lion loss, on $606 million sales. 

But already the trend had turned. 
June billings were tke third highest 
of any month in 70 years—exceeded 
only by two Decembers. 

While heavy apparatus and general 
products in the second quarter de- 
clined 9.2% from second quarter 
1955, defense products (including 
atomic power, which had not been 

(continued on page 138) 


Betty Furness 
Salesman 


R. H. Bolin 
Manager, General Advertising 


Meet Olds’ 


New Top-Salesman 


Oldsmobile is bringing out an all-new (from hubcap to roof) 1957 model Nov. 9. But it 
won’t look like our drawing—and our subject, ain’t talking! Next to Miss Patti Page, Victor 
H. Sutherlen is Oldsmobile Division’s best-known salesman. Patti does Olds’ TV show: Vic 
Sutherlen revs up the Division’s sales engines as its new general sales manager. And he’s been 
revving Olds’ sales since he got out of college in '36. His first job was assistant car distributor 
in the Los Angeles zone office. A mere two years later he was district manager in the LA 
zone—and then he got the chance to meet prospective Oldsmobile owners in carload lots: GM 
made him contact man at the Golden Gate Exposition in San Francisco. When the war came 
along he entered as a private. But being Vic Sutherlen he was a Captain when he was re- 
leased in '46. Back to Olds he went. It’s a good thing the Olds is a big car: For Vic 


and his wife, Mary Frances, have five kids, all of whom maintain that Olds is an “automo- 
bile.” The rest .f the pack, “just cars.” 


Time in the Background 
Sales in the Future 


Joseph A. Donahue started up the sales path young: When he 
was 17 he was sales manager of his druggist father’s business—a 
cough syrup company. Today he’s selling time: He’s the new director 
of sales, General Time Corp. . . . When Joe went off to college 
two objects went with him ... a Baby Ben alarm clock and a 
Sheaffer pen. (His subsequent career has been selling clocks and 
pens.) “he pen burned when he laid it on a mantle. When he wrote 
W. A. Sheaffer a letter about it and got back a new pen, he decided 
that there was his boss. Consequently, six years and a law degree 
later, he asked Mr. S for a job, got it. The pen company put him 
through what he calls “the works,” gradually moved him into sales. 
When he resigned in ’52 (he had bought a lumber company) he was 
assistant general sales manager. He went to Westclox in ’54 in a 
similar post, became general sm in 55. Westclox and Seth Thomas, 
early this year, consolidated their sales organizations and Joe moves 
up to be king pin of the sales operations. Sales for General ‘Time, 
for 1955, totaled over $49-million. It has 7,000 employes in the U.S., 
1,200 in foreign subsidiaries, makes spring driven alarms, electric 
alarms, wall clocks, wrist watches, auto clocks, timing motors and 
devices. Joe and his wife have two adopted children, Michael and 
Patricia. The Donahues are water bugs, plan to ship their steel- 
hulled boat from Illinois to new family headquarters in New York. 
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THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


The Man: Roy W. Keeley 


The Company: Minnesota Mining & Manufacturing 
Cc 


AO. 


The Job: Vice-President and general sales manager, 
International Division. . 


The Sales Blueprint: “Serve, show, suggest.” 
At least 50% of his time on the road. 


“Build men who are good for the company by 
giving them responsibility and then leave them 
alone to do the job!” 


Inside Keeley: A high school grad, he took a night 
course in business administration for three years, 
won a trophy for excellence in the selling course. 
When he was 10 he was selling newspapers. And 
when he was 17 he sold sandpaper with a territory 
covering all of Canada. His whole career has been 
in the abrasives field but he didn’t join M M & M 
intil 51 when he was named general sales manager 
of tapes and related products for the newly-formed 
Minnesota Minning & Mfg. of Canada, Ltd. He’s 
called Spike—due to his pretended toughness in 


driving his sales forces. 
Hobbies: Golf and work. 
Pet Peeves: Long reports and meetings. 


His Hallmark: He’s a “master of the art of 
gation.” 
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“The hardest part of launching this program was summoning the courage 
to tell our distributors what we wanted to do."—William K. Downey. 


t 


All 
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GOOD NEWS: William K. Downey (left), Skil v-p, and tors and dealers are only too happy to have been extri- 
Robert P. Melius, manager of the wholesale division, find cated from the special discount rat-race. Skil Corp. sales 
current sales figures convincing evidence that distribu- and distributor profits increased following the action. 


Skil Dumps Price Cutters; 
Profit Stability Policy Hoists Sales 


The situation: In many territories the profit level on portable tools 
had declined to the point where distributors were no longer doing 


aggressive selling, were switching effort to products offering wider 
margins. 


@ The cure: A firm stand against price cutting, elimination of dis- 
tributors who refused cooperation. 


@ The results: Over-all sales 20°/, ahead of 1955, much more in 
such markets as New York, Philadelphia, Baltimore and Birmingham. 


An interview with WILLIAM K. DOWNEY 
Vice-President in Charge of Sales, Skil Corp. 


Skil Corp., Chicago, over a yeat 
ago accepted the “challenge of market 
leadership,” and test-marketed a profit 
stability policy: insistance that Skil 
industrial portable power tools be 
sold at catalog prices. ‘The company 
tested the plan in several areas, in- 
cluding Philadelphia, New York, 
Boston, Los Angeles and Buffalo mar- 
kets. It was outlined to distributors 
by Skil branch managers and on occa- 
sion by representatives from the Skil 
home office. Enough distributors were 
“Sold” on the program to promote it 
on a test basis. 

Results were so encouraging that 
Skil introduced the profit stability 
program on a national basis. 

The policy was accepted with 
almost unanimous endorsement by 
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Skil’s 2,500 industrial distributors, 
construction supply firms and _ tool 
specialty houses. ‘They recognize the 
economic futility of a profit-less pros- 
perity, based on volume sales at little 
better than stay-in-business profit,” 
says William K. Downey, youthful 
vice-president in charge of sales. 
“Over-all, we have been very satisfied 
with the program. That the profit 
stability policy works is not wishful 
thinking. Distributors who set out 
to make it work reported increased 
sales. Some said they have doubled 
their sales in Skil tools; others re- 
ported even greater sales increases.” 

Downey says the key to the pro- 
gram’s success is the cooperation from 
the wholesaler and dealer. The policy 
was aimed at fortifying their position 
in competition with the high promo- 
tional type of outlet. Skil believes in 
protecting a dealer’s profits, giving 
him something to sell. 

Two basic points are stressed in the 
Skil policy: 

1. Firm the price situation to re 
store profit on portable power tools 
for distributors who actively pro 
moted the line. 

2. Discourage resale of industrial 
tools through secondary outlets and 
thus enhance the value of the Skil 
line to select distributors protected in 
their markets. “One could be just a 
hardware store,” Downey explains, 
“the only one in town, selling $500 
annually in power tools, or a big 
house selling a half million.” 

Implementation of Skil’s new pol- 
icy involved the dropping cf a sizable 
number of old accounts, the addition 
of some new ones. (Eighty-one dis- 
tributors were dropped in the Buffalo 
branch territory alone.) These in 
cluded “fringe” operators who gave 
little more than token attention to the 
Skil line; others were resale outlets 
that did not stock Skil inventories, 
but would buy from Skil distributors 
at a discount on their privilege of 
“getting it wholesale’; 
“chronic price cutters.” 


some were 
A few were 
substantial distributors who did not 
“buy” the policy. Additional distrib- 
utors were dropped in other parts of 
the country, but, at the same time, 
Skil added new distributors, achieving 
a base of 2,500 distributors. Another 
factor which influenced the realign- 
ment of distributors was the concen- 
tration of distribution in the various 
markets. Where Skil distribution was 
too thin, distributors were 
added; where it was too heavy, ac 
counts giving little attention to the 
Skil line were dropped. 

When Skil decided to inaugurate 
the policy, branch managers were 
called in to meetings where the policy 
was outlined. The branch managers 


select 
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sold the profit policy to distributors in 
their territories, both in personal calls 
and in meetings of competitive dis- 
tributors. Sales officials of the home 
office attended the distributor meet- 
ings, and talked to distributers indi- 
vidually. The Skil message argued 
simply that discount selling was 
undermining both the distributor and 
the manufacturer. It was argued that 
the price structure on tools was estab- 
lished on a sound basis, promising the 
distributor and the manufacturer a 
fair and reasonable profit, and offer- 
ing the consumer a tool at a price 
commensurate with the value he gets 
from the tool. This profit structure 
can be maintained, it was pointed out, 
if distributors sell service, quality and 
performance, rather than price. 
“Hardest part of launching the 
program,” Downey explains, ‘‘was 
having the courage to tell the dis- 
tributors what we wanted to do. We 
had to sell distributor management on 
the idea, to give distributor salesmen 
some incentive to sell the Skil line. 
The better distributors agreed to get 
out and push the line. They found 
that by personal selling they could put 
it over. Competition soon became 
aware of what we were doing.”’ 


Program Paid Off 


Let’s look at the results 
effort. Industrial tool sales: 

Belt sanders up 27%. 

Disc sanders up 27%. 

Portable drill sales up 15%. 

Radial saws down 5% but in 1955 
they were up 82% over 1954; still 
running ahead. 

Industrial saws down 114%, due 
to 18%-20% drop in building last 
year. 

In Skil’s 32 branch territories there 
have been startling increases in sales 
since the new policy went into effect. 
In 1955 the price stabilization policy 
had not been in effect a full year in 
Buffalo before sales were 55% ahead 
of 1954. On August | this year sales 
were another 31% ahead of 1955. 

The Los Angeles branch in 1955 
enjoyed a 13% increase over 1954. 
This branch does over twice as much 
business as any other and provides 
16% of Skil’s total sales. 

In the Chicago branch, after the 
new policy took hold, total sales 
forged 46% ahead of 1954; as of 
August 1, sales were 14% ahead of 
the comparable 1955 period. This is 
actually a 
company 
Downey. 

Detroit, for Skil somewhat of a 
problem city as a market, showed a 
1955 increase of 57% over the pre 
vious year.’ So far this year Detroit 


“better growth than the 
average, 


according to 


is running 15% over 1955. 

Most marked increase as a result 
of the new policy was noted in the 
“Hillside,” or North Jersey, terri- 
tory; for the first six months of this 
year sales rose 55% over the like pe 
riod of 1955. 

Despite increased sales on a na- 
tional level in 1955 and spectacular 
rises in some markets, there were 
sales drop-offs in other areas, Downey 
says. He argues that these drop-offs 
were not repudiations of the sound 
ness of the policy. Some distributors 
were more cautious, while the selec 
tive distributor policy, which weeded 
out fringe operators, resulted in a 
temporary sales slump during the re 
adjustment period. This is 
remedied. 

Even though the over-all sales pic 
ture was up 20%, Skil felt that it 
should be making better progress, 
especially in the East. New York 
was down 26%, and Philadelphia, 
—1.38%. Skil sales executives went 
east to survey the situation. ‘They 
found that the program had simply 
not had time to get swinging. Nou 
look: 

For the first six months of 1956 
New York was ahead of last year’s 
total sales by 36%, and Philadelphia 
was up 24% in an area which Downey 
claims to be the “toughest to talk 
about policy.” 

Baltimore went up 32%, and 
Birmingham 49% by the end of 
1955. On the West Coast Los An 
geles went up 22% and San Francisco 
3% over the previous year. 

The wholesale line, going to deal- 
ers through distributors handling 
home workshop power tools, repre- 
sents about 50% of Skil’s total busi- 
ness, and while actual increases were 
not as great, they were good. First 
six months of this year saw wholesale 
department orders up 5% over last 
year, when sales were 10% over 1954. 

One reason for the smaller increase 
may be that Skil cut off some whole- 
salers handling its industrial line too, 
but Downey is confident that the 
“increase will catch up.” By terri- 
tories it looks encouraging for the 
wholesale division. Jersey’s Hillside 
territory now shows a 57% increase 
over the same span of last year. New 
York was off 47% in-1955, is now 
ahead 20%. Philadelphia, ahead by 
only 1.2% in 1955 over 1954, is now 
out in front with 35%. Pittsburgh 
is ahead in wholesale sales by 39% 
for the first six months of this year. 

Under the profit stability program, 
Downey points out, Skil tools are sold 
on the basis of performance, quality, 
delivery. Distributors 
have a positive approach based on 
profit, rather than on the negative 


being 


service and 
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hope that they can learn what the 
other fellow is quoting and under 
quote him. 

“Our distributors know,” he says, 
“that they may lose some sales to 
price buyers. They know from expe 
rience, however, that the largest vol 
ume of portable power tool sales is 
in one or two units at a time, and 
these orders can be obtained at full 
profit by salesmanship and effort 
which stress performance, quality and 
service, 

“We have provided the profit mo 
tive to get that salesmanship and ef 
fort.” 

Withdrawal of resale became an 
automatic part of the stability pro 
“Pick-up” 
interested in developing sales volumes 
for manufacturers, but they can dis 
rupt the efforts of good distributors 
who will work the line.” 

Withdrawal of resale gave Skil’s 
industrial distributors a real “fran 
chise” for the first time. It let them 
know who their competitors were. It 
gave them an assurance of firm com 
petitive conditions from other Skil 
distributors so that they knew the best 
sales effort would get the order. 

lo appreciate Skil’s enthusiasm 
for the new program, let’s look at 
conditions which prevailed before the 
policy was established. 

[here was no consistent pattern, 


retailers ‘‘are not 


gram. 


“Some territories had 
a very strong distributor profit pat 
tern. It had been built up over the 
vears by our people working with 
strong distributors, encouraging them 
to build Skil portable tool volume 
through improved sales activities 
rather than price-cutting tactics. some 
branches let their distributors cut 
prices to meet all comers if the dis 
tributor so desired. 


I Jowney says. 


Some were even 
encouraged to ‘cut-out’ all comers 
when business got competitive.” 
So-called ‘‘selective 
was followed in all branches but 
again without consistent pattern. Se 


distribution” 


lection of distributors was left entire 
ly up to the branch manager. 

Before Skil’s profit stability policy 
came into being, the company had 
standard “industry policies” in effect. 
It gave lip service to interest in the 
profit the distributor made on the line. 
Skil maintained consistent advertising 
and sales promotion with field sales 
and service people to back up sales 
efforts of the Skil industrial tools dis 
tributor. 

“We also permitted widespread 
resale of Skil industrial tools by the 
industrial distributor or wholesaler 
to non-franchised dealers at a split 
Downey explains. “This 
meant, in effect, that every retailer in 
each territory had the Skil line avail 


discount,’ 
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able to him at half the normal fran- 
chised distributor profit so that he 
could fill the occasional demand for 
a Skil industrial tool by ‘picking it 
up’ through a franchised distributor 
or wholesaler, without making any in- 
vestment in stock.” 

In some territories efforts 
made to maintain sales at list price 


were 


but in most cases prices were per 
mitted to “find their own level.’ 

The policy in effect prior to the 
profit stability program resulted in a 
definite curtailment of Skil sales and 
distributor sales, Downey says. 

“In many territories the profit level 
on portable tool sales had declined to 
the point where distributors and thei1 
salesmen were making no attempt to 
sell portable tools. ‘Vhey logically di 
rected their aggressive sales efforts to 
other lines and products where they 
knew there would be profit for thei: 
company. Instead of having four or 
five thousand distributor salesmen 
looking for Skil tool sales and push 
ing our products, we had only ow 
own sales force of approximately 100 
men, nationally, aggressively pushing 
for Skil portable tool sales.”’ 


A Cooperative Effort 


Even though the orders Skil’s own 
ales force developed were turned 
over to the distributor to be filled and 
the distributor made a profit on such 
orders, the company’s own necessaril) 
limited sales force could not begin to 
develop volume sales nationally. 

“On the other hand,” Downey con 
tinues, “our own distributor sales 
force of several thousand men can de 
velop this volume when they know 
they have a stabilized profit and price 
situation. Then, when they do a good 
selling job and quote the price, they 
stand a good chance of getting the 
order instead of losing it to some 
other ‘dealer’ who may not even be 
franchised by Skil.”’ 

The _ distributor policy 
now in effect gives distributors ex 
actly the same margin as that for 
merly provided by resale discounts to 
franchised distributors. ‘“Che impor 
tant step we have taken is this: It 
is now possible for distributors to re 


discount 


tain their full discount as a_ profit 
rather than to give half the discount 
money away in ‘cut price, with no 
‘guarantee’ that they then will get 
the order. Some other firm may be 
willing to give more than half its 
profit to get the order.” 

The “paper” relationship that 
existed between profit and sales at 
both Skil’s and the distributor level 
has not changed at all, Downey says. 
“The only difference is that Skil is 
setting up a situation whereby the 


‘paper profit’ of the distributor dis 
count on each sale may be retained 
by the distributor in compensation for 
his sales efforts; to help him build 
his business; to pay commissions to 
his salesmen rather than to throw half 
or more of his ‘paper profit’ away in 
‘cut price’ to the consumer.”’ Skil did 
not increase its price to the distri 
butor in any case. 

Skil sales officials recently held 
meetings with distributors in key se 
tions of the country to review opera 
tion of the profit stability program 
over the last year. Downey quotes 
from comments of some of the distri 
butors in attendance: 

“The new policy has injected new 
life into the selling of power tools.” 

“What's the use of doing business 
if you can’t make money? You just 
can’t trade dollars.” 

“Our salesmen are selling with con 
fidence that they will not lose a sale 
to competition because of discounts.”’ 

“We have reviewed the gross profit 
of all our lines and are happy to re 
port that as a result of the Skil policy 
power tools are now one of our key 
lines in gross profit and volume.” 

In effect, all distributors coop 
erating with the Skil policy “‘got re 
ligion” overnight. ‘Chey were ripe for 
conversion because the sins of dis 
count selling were reflected in hand 
writing on the wall, which read 
“What profiteth a distributor to gain 
sale after sale if he loseth the profit 
needed for sound business operation’ 
Distributors themselves were bede\ 
illed with the evils of price selling 
and in their own annual revival meet 
ings they discussed ways and mean 
of licking the problem. Skil, then 
came along as the prophet of profit 
offering them a policy which promised 
economic salvation. After the distri 
butors were “baptized.”’ they pledged 
to live by their faith. Skil, meanwhile 
reserved the power of excommunica 
tion, which already has been exercised 
in many instances. 

Have profits increased for Skil as 
a direct result of the profit stability 
policy for distributors? 

“We cannot say positively that 
profits for Skil Corp. have increased 
under this sales policy,’” Downey says 
“However, our ultimate objective IS 
to sell fewer distributors and to sell 
more merchandise through each of 
Once this objective is 
reached, our sales cost 


these firms. 
should be 
dollar of 
volume and other costs such as book 
keeping, 


reduced substantially per 


outbound 
freight should also decline. Accord 
ingly, there is no question in our mind 
but that if our 100% 


collection and 


program is 


successful, our dollar profit will also 
% The End 


improve 
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Advertisers Invest 
In Eye-Catching Hues 


Buy More Magazine Space 
For Process, Two-Color Ads 


Che advertising pages of America’s 
top magazines are getting more color 
ful with each passing year. Advertis- 
‘rs are more acutely aware of the 
attention-getting value ot a second 
color and the tempting extra dimen- 
sion that full-color adds to a product 
that has to be shown on a flat page. 

In 1955, for the first time, more 
than a third of all magazine adver- 
tising pages were in four-colo: 
34.6% to be exact, including full and 
fractional pages. Counting in two- 
color, nearly half of all pages (47% ) 
were in color. ‘| he yea! before the 
total was 45.1%. 

The figures, based on 56 leading 
magazines reported by Publishers 
Information Bureau, show a trend to 
rou! color pages and spreads. 

Color in magazine advertising 
seems to be part of a larger trend to 
color by the makers of both consume: 
and industrial products. There are 
good psychological reasons for this 
since colors can suggest warmth, 
coolness, freshness or quality of a 
product. Colors are often retained in 
the mind better than words or sym- 
bols. Color, says the Magazine Ad- 
vertising Bureau, can be used to tie 
1 Campaign together for better reader 
dentification 

Competition on the grocer’s shelf, 
on the hardware store’s counter and 
n the appliance dealer’s showroom 
has caused manufacturers to build 
color into their products, or if that is 
not possible, to incorporate it in the 
package. With an increasing number 
of products becoming identified with 
color, it is a natural step to featuring 
these products in color in magazine 
idvertisements. 

It is interesting to note the trend 
away trom the use of fractional pages 
tor two-color and four-color adver 
tisements. ‘he use of fractional color 
pages got its full start during the war 
when space in some publications was 
rationed because of the existing pa- 
per shortage. The trend peaked in 
1950 and there has been a gradual 
decline since that time. Two factors, 
increasing production costs and a 
strong trend toward use of larger 
space for all ads, probably contributed 
to changing the curve. 


Magazine Ads More Colorful | 


Today, almost half (47%) of all magazine advertisements contain 
some color other than black. And the use of color will continue to 
increase. Note the trends: 


FULL PAGES IN FOUR COLOR 
(out of all advertising pages run) 


FRACTIONAL PAGES IN. FOUR COLOR 
(out of all advertising pages run) 


FULL PAGES IN 
TWO COLOR 


(out of all advertising 
pages run) 


FRACTIONAL PAGES IN 
TWO COLOR 


(out of all advertising 
pages run) 


PICTOGRAPH BY 


. Source: MAB Briefs, Magazine Advertising 
Designed by HILE-DAMROTH, INC Bureau, New York. 


SEPTEMBER 21, 1956 


idilt-m-t-1(--Jurus whose catalog 


was I3 days late 


Few salesmen, or products, are so superior 
they can consistently give competition a 13- 
day head start in the race to land an order. 
Yet thousands of companies so handicap 
their salesmen and products by making 
ready buyers write for catalogs they have 
lost, misfiled, or never had, and wait an 
average of 13 days to get them. In the 
meantime, a salesman whose catalog was 
on hand may already have the business. 


Research shows that when prospects for 
industrial products are ready to start buy- 
ing they almost always want catalogs first 
... to provide preliminary buying informa- 
tion, and as a guide to “whose salesman to 
to call in.” And the catalogs a ready buyer 
uses first are the ones he already has, and 
can find. 


On the adjoining page are some important 
facts about “the catalog problem” as it 
exists today...the reasons why it is so 
important to make sure your catalog is 
neither late, nor lost in the shuffle, when 
important prospects need and want it. 
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SEPTEMBER 21, 


on the average, 
before 748 companies 
responded to an 
important prospect’s 
request for catalogs 


Time lost in getting catalogs to ready pros- 
pects is but one of many problems that largely 
defeat the purpose of industry’s $123,000,000 
annual investment in catalogs. 


Other deterrents to full and effective catalog 
use: 


. catalogs too bulky or too small for con- 
venient filing. 


. too much material sent that is not the kind 
of product information a prospect needs at 
the time he’s deciding whose salesman to 
call in. 


.. difficulties in indexing this material for 
convenient use are so great that they dis- 
courage the establishment and mainte- 
nance of catalog files, 


If you want to have a catalog that is designed 
to suit the buying needs of your prospects; 
one which will be kept conveniently accessible 
in their offices, call or writé the Sweet’s dis- 
trict manager nearest you. He will bring you 
prompt and thorough help in making sure 
your catalog results in more orders for you 
at the lowest possible cost. 


Sweet’s Catalog Service 
a division of F. W. Dodge Corporation 


designers, producers, and distributors of manufacturers’ 
catalogs for the industrial and construction markets 


119 West 40th Street, New York 18, New York 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Combustion Engineering, Inc... . 
Robert M. Hatfield to general 
sales manager. 


Friden Calculating Machine Co., 
ee 

Norman S$. Jones to sales promo- 
tion manager. 


The Garlock Packing Co... . 
Robert A. Lyons to advertising 
and sales promotion manager. 


Heritage Furniture, Inc... . 
John ‘Tapner to senior v-p, mar- 
keting. 


Jones & Laughlin Steel Corp. ... 
Avery C. Adams to president. 


The Magnavox Corp.... 
Verne Roberts to sales manager, 
Sparten Division. 


North American Van Lines, Inc. ... 
William L. Sneltjes to v-p, sales. 


Philco Corp... . 
Harold W. Schaefer to v-p and 
general manager, Appliance Division. 


Reynolds Metals Co. ... 

James M. Cullinan to market 
manager, sales to dairy and meat 
industries. 


Geo. D. Roper Corp.... 
Sam K. Wilson to advertising 
manager, Gas Range Division. 


The F. C. Russell Co. ... 
George H. Bradner to director, 
marketing. 


Seagram Distillers Co... . 
Jerome A. Moss to sales promo- 
tion manager, Kessler Division. 


Studebaker-Packard Corp. ... 
Carl K. Revelle to general sales 
manager. 


Texas Instruments, Inc... . 

Z. W. Pique to marketing man- 
ager, Semiconductor-Components Di- 
vision. 


Warner-Lambert Pharmaceutical 
Cass 

William D. Gulick to advertising 
manager, Warner-Chilcott Labora- 
tories, a division. 


BROADSIDES AND CATALOGS, such as these, are peri- list, thus gaining the same advantage as his chain store 
odically supplied by Hibbard to independent hardware competitor who has similar pieces supplied by his syndi- 
merchants. The retailer sends them out to his local mailing cate. All pieces are imprinted with the dealer’s name. 


Behind the Hibbard Rumor: 
Sales Force NOT Being Disbanded 


The gist: Big Hibbard, Spencer, Bartlett is cutting costs 
by eliminating sales calls on many small dealers. 


What's the substitute? Selling these merchants on the 
advantages of ordering by mail. 


What's the pay-off? Savings thus achieved enable HSB 
to offer more "'specials,'' more merchandising serv- 
ices, to strengthen the dealer's competitive position. 


Does it work? "Fabulous acceptance," says Vice-Presi- 
dent George F. Mcintyre. 


BY DAVID J. ATCHISON 


A rumor has been spreading 
throughout the hardware industry 
that Hibbard, Spencer, Bartlett & 
Co., one of the world’s multimillion- 
dollar hardware wholesale houses, is 
disbanding its sales force. First re- 
action would seem to be: “What are 
they thinking of ?” 

A SALES MANAGEMENT reporter 
went out to HSB’s new plant which 
covers a large number of Evanston, 
Ill., acres, to get an answer to this 
question and others inspired by it. He 
talked with the firm’s vice-president 
and general sales manager, youngish 
George F. McIntyre. Said -he: 

“In our particular industry we've 
been faced with a situation that can- 
not be called healthy. Hardware 
dealers’ business began to decline in 
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Che's got the monoy... 
AND SHE'S GOT 
THE SEATTLE TIMES! 


BUYING POWER — More than 721,000 


people live in Seattle’s ABC City Zone. More 
than one million reside in Seattle’s ABC Retail 
Trading Zone. Seattle’s extraordinary 
buying power is third highest in the 

nation. Boeing’s Seattle payroil—one 
industry only—will exceed 


$200 million this year. 


SATURATION —1THE SEATTLE TIMES 


alone saturates this market 
with effective coverage. It’s the 
paper that’s looked to—by 
readers and by advertisers. 
Yes, Seattle is a thriving, buying market 


—and its buying public looks to 
THE SEATTLE TIMES! 


The Seattle Cimes 


sen. S ACCEPTED NEWSPAPER 


nted by O'Mara & Ormsbe 


Chicago ° Los Angeles 
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and S-T-R-E-T-C-H-I-N-G 
WITH ANNUAL SALES 
OF OVER 


FIVE BILLION DOLLARS 


ANNUALLY 


IT REPRESENTS 
A GROWING 
MARKET FOR 


General and Special Machinery 

A Great Variety of Chemicals and 

Other Processing Materials 

Engineering and Construction 

Services for New and Old Plants 
and Much Else 


To Really Cover This Market 


: RUBBER WORLD 
e is a MUST 


BECAUSE IT OFFERS THE 
LARGEST CIRCULATION — CHIEFLY 
PAID, AS IT IS MAILED SECOND 
CLASS—AND AT THE LOWEST RATE 
PER THOUSAND IN THE FIELD. 


CONSIDER THESE FACTS IN YOUR 
1957 PLANS AND GET FULL COV- 
ERAGE. 


FIRST in the Field, 1889. 


FIRST to Offer a constant Av- 
dited Circulation—and the Larg- 
est. Reaching 11.5% more exec- 
utives of rubber plants and 77% 
more in associated fields. All au- 
dited figures. December 1955. 


FIRST in Authoritative Editorial 
Content because It Is the Only 
Paper Edited by a Graduate Chem- 
ist with Long Experience in Rub- 
ber Manufacturing and offers a 
complete coverage of all impor 
tant activities in rubber. 


WRITE FOR COMPLETE INFORMATION 


RUBBER 
WORLD 


386 FOURTH AVENUE 
NEW YORK 16, N. Y. 


A BILL BROTHERS PUBLICATION 


1946 and now 10 years later it has 
not been brought back up to where it 
should be. We tried to find some 
means to help dealers make a profit. 
Extra discounts were not the answer. 
We looked for some way to cut costs. 


Obviously, Roebuck, and 


Sears, 


sales force.” 


‘The company showed dealers how 
savings could be passed on to them 
if they would assume the paper work 
ordinarily done by a salesman in put 
ting through an order. A large num 
ber of them agreed to go along with 
this plan. When a salesman was dis- 
charged, or resigned in the usual turn 
over of sales personnel, Hibbard exec- 
utives contacted his accounts and pre- 
sented the plan for ordering from 
“the book” of 30,000 items. 

‘Thus there has been no Jeliberate 
move to disband our sales force,” Me- 
Intyre emphasized. “In fact, some of 
our big customers will never be with- 
out a Hibbard salesman servicing 
them personally. In a resigned or dis- 
charged salesman’s territory, we either 
hire a new man to cover the larger 
stores, or turn them over to a sales 
man in a neighboring territory.” 

Smaller dealers, “pestered to death’ 
with salesmen from wholesale houses 
and manufacturers, are glad enough 
to do their own ordering of Hibbard 
merchandise. “Vhese hardware dealers 
have the same catalogs as those cat 
ried by the salesman; they get the 
same mailings and color pages an- 
nouncing new items added to the 
stock. Special prices are flagged so 
the small merchant does not feel that 
just because a salesman is not pet 
sonally telling him about it, he is 
being neglected or deprived of a 
chance to make an extra sawbuck. 


Weekly Mailing 

Hardware stores not called on by 
Hibbard salesmen receive a weekly 
mailing from the company and spe 


cial mailings “in between,” according 
to McIntyre. They do not ‘‘miss any 
thing.” 

He pointed out a fact which was 
borne: out by this reporter's investi- 
gation of city and small town hard- 
ware stores. “Often a wholesale hard- 
ware salesman will go through his 
whole tremendous catalog with a 
dealer, looking for things he might 
need. He'll point out the virtues of 
his type of calf weaner, for instance, 
when the dealer may not have a cus 
tomer among farmers. Or he may try 
to sell a strictly city item to a small 
town merchant. Now a city dealer 
can order just what he wants for his 
clientele, and the small town man 


can do the same for his customers.” 

Hibbard, Spencer, Bartlett & Co. 
has well over 5,000 dealers, with a 
sales force of around 144 men serv- 
icing a great many of them. The 
“guts” of the program for servicing 
customers who no longer see a Hib- 
bard salesman regularly is the com- 
pany’s direct mail brochures which 
the dealer sends to his own local mail- 
ing list. All are designed to increase 
his business. 

It’s interesting to look back to the 
eve of the great depression, and see 
how the company started to supply 
its dealers with these brochures. 

In 1928, Hibbard’s 78th year in 
business, it took a monumental step 
and produced the first Toy Parade 
and Gifts-for-Everyone. consumer 
catalogs. A far cry from the high- 
quality, lithographed productions of 
today, these two booklets for dealer 
distribution to the public nonetheless 
put independent hardware dealers of 
that year into the same league with 
big city department stores seeking the 
consumer's Christmas dollar. 


Calculated Risk 

The staggering printing, art and 
production expense of these catalogs 
was underwritten by Hibbard man- 
agement as a calculated risk—in the 
belief that independent dealers would 
be smart enough and sufficiently ag- 
gressive to take advantage of this 
means of advertising. It was a cinch 
bet. 

Hibbard’s customers knew a good 
thing when it was printed for them. 
They bought 125,000 Toy Parade 
books and an equal number of the 
Gifts-for-Everyone catalogs. 

The expected happened. Customers 
came into independent hardware 
stores in droves and bought merchan- 
dise at a rate that warranted a con- 
tinuation of this service. These two 
catalogs are still growing—in con- 
tents, circulation, size, quality and 
efficiency. 

‘They have since been augmented by 
five other consumer promotions, four 
of them newspaper broadside-size and 
the fifth another catalog. One broad- 
side is produced in the spring to tie 
in with IRHA Hardware Week. An- 
other is distributed in the summer and 
a third in the fall. The fourth con- 
sists of a special Hibbard promotion 
especially effective at the consumer 
level, the “Big Niner Sale.”’ As the 
name implies, prices always end in 
“9” such as $3.99, 99 cents, $4.49, 
etc. This sale is run off in late win- 
ter. 

The latest dealer catalog is the 
Lawn and Garden Book, a 24-page 


gravure showing quality merchandise 
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| Here's Why (and How*) 
i BSN-Style Supermerchants 
| Sell More For You 
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*BSN Told Us How 


Our company has been a subscrib- 
er to your magazine for a number 
of years. Before setting out to de- 
sign our store the writer made a 
personal trip to your offices in 
Chicago. Many of the most impor- 
tant ideas used by our store plan- 
ner, Mr. Guillozet, were those 
advocated by BSN. 


We feel quite sure that your story 
on our operation in November 
BUILDING SUPPLY NEWS will be 
widely read, and that a lot of 
dealers will get some new ideas 
and benefit from our experience. 


Wood Lumber Company 
Birmingham, Alabama 


Rete. k. Woo) 


Allen K. Wood 


More Paint than Paint Stores 


b , , 4 * z =e —— —— ; 
i) RR 
Re “Tras 2088 KABA? 
( |/RASEAS (AAAS 
| bbb hdaey SSS 
peace ots Y 


21} ieee tT 

a woe Peo rt 
a Ss i 

= _— 8 

>See a | 

is a 

seq FS 


d 
TT TR 


eaves 


they move 88.2% of the annual 10 Billion Dollar 
Building Material Dealer national Sales Volume 


There are thousands of market-wise building supply dealers like Allen 
Wood who respect and rely on BUILDING SUPPLY NEWS for all the 
know-how they need. It’s the magazine that is close to your customers 
—the magazine that gets you closer to them. These BSN readers are 
the cream of a ten billion dollar retail market. Their sales average 
nearly $500,000 annually —many of them in the millions. They sell to 
more than 100,000 contractor builders in the vast light construction 
market, and to over 46 million families and farmers that make up the 
booming do-it-yourself market. It will pay you to learn about the 
“pedigree” BSN advertised products earn among 

these super merchants. 


BUILDING @ 


SUPPLY NEWS 


5 South Wabash Avenue + Chicago 3, Illinois 
Always the FIRST dealer merchandising publication 


©Industrial Publications, Inc., Also publishers of PRACTICAL . 
BUILDER and other leading building industry publications. Ni 


eg tv 27 4) ie, = ~ 
ey ey i . Rae tg 
is ; ee 


‘~ A Ewe 


More Hand and Power Tools 


fe 


¥ 


More Floor and Wall Covering 


at regular prices. The Toy Parade 
and Gifts-for-Everyone Christmas 
promotions also show merchandise at 
regular prices. In Hibbard’s “Big 
Niner,” spring, summer and True 
Value sales, the majority of the items 
are at reduced prices, not only at the 
dealer level, but also at the whole- 
sale level. This enables the dealer to 
meet competition and still maintain a 
reasonable markup on sale merchan- 
dise. 

Dealers purchase an average of 
4.000 copies of each mailing piece, 
with their store identity printed on 
them for mailing. 

Other than the above, helpful dats 
reach dealers two ways: via sales- 
men, or through a monthly sales pro- 
motion guide called “Planned Sell- 
ing,” a comprehensive publication 
which pictures suggested window and 
interior displays, previews newspaper 
ad mats available, and points out tie- 
in promotional stunts. In addition, 
“Planned Selling” is the vehicle Hib- 
bard uses to offer specially priced 
“hot” items which have been procured 
as traffic builders for each monthly 
sales period. 

A good salesman, as McIntyre de- 
scribes him, acts as a dealer’s mer- 
Drawing on the 
experiences of other retailers on whom 


chandising specialist. 


4 hascon 


he calls, and adding that to what is 
drummed into him in sales letters and 
at sales meetings, he should possess a 
sizable storehouse of information 
which he can translate into display 
and merchandising improvements for 
his customers. 

“We supply him with a sales: pro- 
motion guide and expect him to help 
decorate windows, rearrange counter 
displays, and do anything else that 
needs attention,” McIntyre explained. 
“We don’t want want-book writers 
in men who make the personal calls. | 
like to think that a Hibbard salesman 
is not as concerned with the immedi- 
ate order as much as he is the dealer’s 
over-all welfare. The order auto- 
matically follows.” 


Service Comes First 


He feels that the independent hard- 
ware dealer needs personal attention 
today because he is faced with a chal- 
lenge in competing with syndicate 
stores for the consumer dollar. Not 
only chain stores, which have handled 
many of Hibbard’s items in the hard- 
ware line, but now many food and 
drug chains are adding hardware in 
an effort to increase profit margins. 

“The hardware dealers’ syndicate 
competition has a distinct advantage 
in practically all lines in their gigantic 


purchasing power, professional displa 
and advertising service. However the 
independent hardware merchant can 
successfully meet this challenge if he 
will cast his lot with an aggressive, 
forward-thinking wholesaler who is 
equipped to furnish him with compar 
able sales promotions and bargain- 
priced trade stimulators.” 

McIntyre believes that a hardware 
wholesaler salesman has a definite 
responsibility if he is to justify his 
position in a method of distributior 
“such as this.”” Hardware wholesalers 
must recognize their responsibility t 
their dealers, he says, and the dealer 
must accept his own responsibility and 
develop a high degree of cooperatior 
with the wholesaler if he is to com 
pete with the chain store. ‘““This can 
not be done by one alone.” 

If the wholesaler salesman is t 
devote a greater portion of his time in 
assisting his dealers with merchandis 
ing problems, ‘then the hardware 
merchant should select that whole 
saler as headquarters for a large share 
of his requirements. In the past, many 
independent hardware 
exercised their 
high a degree and have 
their requirements from a great num 
ber of sources. This has resulted in 
devoting a lot of time to duplicate 


dealers have 
independence to tor 
purchased 
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With your company’s name or trade mark beauti- 
fully reproduced in gold or color on the cover of one 
of the invaluable Nascon Month-At-A-Glance books, 
you will be gratefully remembered every day and 
foremost in mind when orders are placed. 


For advance work planning, scheduling of confer- 
ences, meetings, appointments, business trips and 
deadlines, the original Nascon Month-At-A-Glance 
will delight your Customers and promote year- 


round sales and good will for you. 


Without obligation, send today for full de- 
tails and a free copy of the folder, entitled, 
“HOW YOU CAN PROMOTE SALES” 


SCON PRODUCTS - SPECIALTY DIVISION 


Division Eaton Paper Corporation 


475 FIFTH AVENUE 


NEW YORK 17, N.Y. 
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Gifts 
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interviews and many salesmen pet 
forming identical functions.” 

If the independent dealer will 
recognize that it is possible for him 
to concentrate the majority of his 
purchases W ith one source, he em 
phasized, then the detail involved in 
placing his orders will be reduced 
considerably. “Thus it becomes pos 
sible for his salesman to spend more 
time with h m. 

Another factor to dispel further 
the belief that HSB is liquidating 
its sales force is found in the value 
placed on these men by the company 
president, O. W. Ahl. Hibbard’s 
salesmen when attending their 
monthly sales meetings, are placed in 
a pe uliar position half their time 
is spent listening to top brass, and the 
other half is spent telling top manage 
ment the “‘score’ as far as dealer 
sentiment 1S concerned. 


Talk with President 


Ah] personally corrals salesmen for 
short briefings on the economic or 
competitive outlook in various parts 
of the country. Such sessions often 
develop into intense discussions of the 
independent retailer’s position in the 
marketplace. Invariably, the salesman 
steps out of Ahl’s mahogany-paneled 
ofice inspired with a new apprecia 
ion of his company and the challenge 
f his own job in helping dealers to 


' 


improve their business stature 

The number of Hibbard salesmen 
cut from the pay roll is negligible 
compared to the total of 144. Every 
man released has been “replaced” by 
some means in his territory, according 
to McIntyre. “If we are not getting 
the voli ne in i certain territory, we 
put In new man or reassign it.” 

Dealers who no longer or sel 
don have a Hibbard salesman call 
ing on them, but use order forms in 
stead, have given the new system 
‘fabulous acceptance,” McIntyre 
said. ““Many have gradually come to 
the point where they buy from Hib 
bard almost exclusively. These inde 
pendent merchants in this self-ordet 
program are supplied with ‘tools’ not 
given to them by the salesmen: check 
lists. stock control forms, tags, etc.”’ 

What’s the future of Hibbard’s 
sales department? “We have no idea 
whatsoever of eliminating the sales 
force entirely McIntyre stated. 
‘Our good customers prefer to buy 
through salesmen and they will con 
tinue to be serviced in this manner 

‘Then, too, our top 10 salesmen 
are invaluable to us as they are big 
producing men, so we'll certainly 
hang on to them. 

“But down a » bottom of the 
group, any change is for the best!” 

The End 
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PERFECT packing 
or PERFECT shipping 


n long-distance moving, anything that requires packing should 
be properly packed. And that doesn’t mean just wrapping it in 
newspaper and stuffing it into a box or barrel. When packed by 
United’s experts, even the most fragile goods travel safely because 
they are safely packed—in safe containers, This is a service your 
personnel will appreciate when they have to move. See Yellow 


Pages of Phone Book for nearest United Agent. 


Do You 


Really 
Understand 


This Shopper? 


|, Few shoppers will walk out of a 2. That’s why there is no greater de- 
store because a staple brand isn’t stroyer of advertising value than an 
available at the moment. out-of-stock or under-stock condition. 


3, So a salesman’s job these days isn’t 4 Today, the salesman’s major job is 5, In the end, the salesman controls 
even half done when he gets his brand to help maintain adequate stocks and the profitability of his company’s ad- 
into a store, big or small. to expose his product to store traffic. vertising investment. 


When Your Salesmen Ask: 
“How Do Our Ads Really Help Us?” 


U.S. Steel says ‘Advertising has one function and only one Advertising must depend on the 
salesman for its complete fulfillment. 


function — to speed up the selling process.’ Seagram- — The salesman must depend on adver- 


— tising to generate greater horsepower 
Distillers says "One of the greatest challenges to adver- for his selling. 


em . . . . . . " We make a distinction not between 

tising is to perform its function to satisfaction of sales. iicontdae aie callie at Seinen 
advertising and personal selling. 

By the Editors of Grey Matter, An interesting point of view on this 

Published by Grey Advertising Agency relationship between advertising and 


selling in the industrial field. was re- 
cently expressed by David F. Austin, 
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PLINT...4° in the NATION 


in 1955 
Retail Sales Per Household 


Just Keeping your eye on Flint, wild wet incwease sales! 
“GET ON THE BANDWAGON” 


It’s too late to do anything about °55, 
but there’s still time to cash in for ’56. 


\ Flint’s Retail Sales per Household for 1955 were $5,348.* 


Compare this with the U. S. average of $3,835. 


\ Now multiply Flint’s figure by 92,270, its number of 
. households, and you’ll get a market that should make 
sales figures soar for almost any product. 


But that’s not all—there’s extra economy too. For 
Flint is completely covered by only one daily newspaper. 
Your sales messages can saturate Michigan’s Second 
Largest Retail Sales Market at one low cost when you 
advertise in .. . THE FLINT JOURNAL. 


OOTH NEWSPAPERS 


Glu 


1956 


Y CITY TIMES THE KALAMAZOO GAZETTE THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
GINAW NEWS JACKSON CITIZEN PATRIOT 5 THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


New York 17, Oxford 771280; Sheldon B. Newman, 435 N. Michigan Ave, Chicago 1 
ncisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward } 


Rust Prevention 
Without Grease or Gunk 
New Sales Feature 


Marvellum V PI® Ends Messy, 
Costly Degreasing; Customer 
Receives Ready-to-Use Product 


Now you can stop rust by packaging prod- 
ucts in a chemically treated paper. This 
new miracle paper, Marvellum V 1®, stops 
rust for years even under the most unfavor- 
able climatic conditions. By releasing an 
invisible vapor, VPI forms a thin film on 
metal which prevents oxidation (rust). 
Marvellum vPl completely eliminates the 
old greasing and oiling methods, providing a 
simple easy-to-use rust prevention for any 
size or shape of ferrous metal product. 


t 


VPI cover provides rust-free transit of 
valuable machinery. Equipment arrives 
ready to use, no grease or gunk to remove 


Results Proven 


VPI was developed by the Shell Develop- 
ment Co. to meet a government need for a 
protective wrap for storage and overseas 
shipment of vital aircraft parts, machines, 
— and other metal products. 


wie i liner or cover to protect products 
while in process, storage, and transit. 


Added Sales Features 


The effective, long-lasting protection of 
Marvellum VPI, its cleanliness and ease of 
application can make your selling job easier. 
Customers welcome VPI packaging, which 
assures arrival of your products rust-free — 
and keeps them rust-free during storage. 
They'll welcome the cleanliness — no more 
messy grease to remove. If you sell a 
consumer product, such as hand tools or 
sporting ees, the reusable VPI 
wrapper will provide an important added 
sales feature. 


Inexpensive Protection 


Marvellum VPI is comparatively inexpen- 
sive. A small 1” x 5” strip protects a pack- 
age of twelve hack saw bled 
1/10th of a cent; a large machine tool, 
valued in the thousands, can be shrouded 
with VPI for as little as one dollar. 


Versatile Packaging 


Marvellum VPI can be tailored to your 
product, and your packaging and display 


requirements. It’s available in rolls, sheets, 
envelopes, bags, shrouds and tubes. Your 
trade-mark and sales message can be easily 
imprinted on Marvellum VPI. Write 
today for free samples and informative 
literature. 


Tar ANN 


HOLYOKE, MASSACHUSETTS 


Marvellum 
VPI is now widely used by industry as a | 


es at a cost of 


What Is Grey Matter? 


“Grey Matter” is a monthly bulletin, discussing problems in adver- 
tising, marketing and selling, written by the staff of Grey Advertising 
Agency, New York. It is mailed to more than 23,000 marketing ex- 


ecutives. 


In its 21 years of uninterrupted publication, it has become one of 
the most read and discussed publications of its kind, many issues 
bringing hundreds of requests for reprints and reprint privileges. A 
recent issue, devoted to salesmanship, achieved a circulation of close 


to 80,000. 


LDPDPDPD LLP ll 


executive vice-president — Commer- 


cial, U. S. Steel Corp.: 

“Advertising has one function and 
only one function — to speed up the 
| selling process. It does this in several 
| ways: by contacting those who influ- 
| ence purchases, by arousing interest, 
| by developing preference, by motiva- 
|tion; but its justification for being 
| lies solely in its ability to increase the 
| efficiency of the sales effort.” 

Paralleling this concept in its appli- 
| cation to the consumer field is one ex- 
pressed by George E. Mosely, vice- 
| president in charge of advertising and 
| sales promotion, Seagram- Distillers 
| Co. Said Mosely: 

“One of the greatest, challenges to 
advertising is to perform its function 
|to the satisfaction of the sales force. 

As to what satisfies the sales force we 

| realize that there is no substitute for 
plain hard selling and that all the 
other phases of marketing, including 
advertising, are nothing but tools 
which are intended to help the selling 
effort flow more freely. But nothing 
is served if advertising oversteps its 
functions and assumes the functions 
of the salesman.” 

These two expressions of the think- 
ing of big advertisers reflect the grow- 
ing attitude on the part of marketers 
that advertising and selling are not 
| things apart but are both links in the 
marketing chain. 

In selling to the trade, advertising 
| helps to open doors of prospects; it 
calls on customers between the sales- 
man’s calls, supports and supplements 
| the salesman’s selling message—all of 
| which, as Austin points out, speed up 
| the selling process. 

In selling to industry the same prin- 
| ciple applies. The buyer of industrial 
| products is essentially a consumer, 

though his consumer thinking is af- 
fected by his problems as a producer. 
Nevertheless, here, too, advertising is 
'the handmaiden of selling in that it 
supports and supplements the sales- 
man’s activities. The salesman needs 
pen -. uN eS 

| this help of his company’s advertising, 
| just as the advertising needs the sales- 


man to gain complete effectiveness. 

The salesman of consumer goods 
needs advertising to predispose or pre- 
sell his customers and his customer’s 
customers to his brand. 

Advertising needs the salesman to 
help speed the product across the last 
few vital marketing feet: the sales 
floor. This relationship between ad- 
vertising and selling has begun to be 
appreciated by advertisers and adver- 
tising men only in the past few years. 

We as an advertising agency have 
no illusions about our need of the 
salesman, and we want to talk frankl) 
about advertising’s dependence on him 

Few advertisers send millions of 
shoppers into stores demanding an 
advertised brand. 

The vast majority of advertisers 
merely create a predisposition on the 
part of the consumer for a brand. In 
advertising parlance we like to use 
the word “‘presell.”’ 

Consumer preference and consumer 
acceptance for a brand are enormously 
valuable assets ; it takes huge sums for 
advertising and years of effort to win 
this brand standing with millions of 
shoppers. But they are purely passive 
or inactive assets sales-wise, until the 
brand receives active store promotion 
and particularly top store display. 

In today’s era of self-selection and 
weakened personal selling at retail, it 
is store display of merchandise that 
converts consumer preference and 
consumer acceptance for a brand into 
actual consumer demand at the point- 
of-purchase. 

Why is store merchandise display 
so vital? Because: 

1. Few shoppers will walk a mile 
for an advertised brand. They are 
quite willing (too willing!) to take 
one advertised brand or another. 

2. Shoppers are buying faster, 
more impulsively. They seldom use 
a shopping list. Significant, isn’t it? 

Now what these facts indicate is 
that the most valuable additional ad- 
vertising an established brand can get 
is effective point-of-purchase display. 

A strong brand might be able to 
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survive without advertising for a 
short period (although it would cost 
twice as much to rebuild the weak- 
ened brand position), but it absolutely 
could not survive without effective 
store display. 

But it’s the combination of strong 
advertising and strong point-of-pur- 
chase merchandise display that is the 
most powerful leverage for volume in 
business today. 

Management gives to the salesman 
the advertising and the promotional 
concepts and the promotional mate- 
rial. He must win the merchandise 
display. 

‘Today the strongly advertised brand 
that gets the best in-store display in 
the most outlets will win the most 
volume. And more and more, this is 
a role successful salesmen have learned 
to fit in with their functions. 

If nothing else were done for six 
months by a sales force but to win 
top in-store merchandise display for 
a strong brand in all present outlets, 
through that single move alone vol- 
ume would jump at least 15%. 


Shelf-Level Plays Part 


In-store merchandise display is so 
important today that in self-service 
and self-selection stores it is possible 
to move the volume on even the most 
strongly advertised brands either up 
or down 25%-35% by a simple 
change of shelf level. Retain the same 
shelf frontage, the same section, but 
just drop the most powerfully adver- 
tised brand of coffee from eye-level 
shelf to knee-level shelf and volume 
will be sharply affected. 

A company’s advertising simply 
cannot return the maximum dividend 
on the investment unless and until the 
salesman wins powerful, active and 
choice merchandise display in his ter- 
ritory. 

[he one person who can do most to 
win in-store display is the salesman. 
It can’t be done by mail; it can’t be 
done from headquarters. 

How does a salesman win this ad- 
vantage? He “talks up” his advertis- 
ing. But in talking advertising to the 
trade it is imperative to bear this in 
mind: The mere fact that a brand is 
advertised is no longer important 
enough to a retailer. There are hun- 
dreds of advertised brands. The im- 
portant facts to a retailer are: 

1. How long has this brand been 
advertised ? 

?. How strongly has it been ad- 
vertised ? 

3. How brilliantly has it been ad- 
vertised ? 

4. How effectively does that ad- 
vertiser put his advertising to work 
in the retail store through smart mer- 
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JUST THE TICKET 
TO PUT YOUR ’56 SALES 
OVER THE TOP 


TROY, N.Y. 
ABC CITY ZONE 


129,600 CONSUMERS 
99°, COVERAGE 
TOTAL RETAIL SALES 
$149,653,000 


EFFECTIVE BUYING INCOME 
$211,621,000 


221,148 CONSUMERS 
in combined city and 


trading zones 


Circulation: 


48,086 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD 


THE TIMES RECORD - 
TROY,N. Y. 


chandising and promotion? (This is 
the real pay-off!) 

Retailers are favoring brands with 
automatic self-propelled turnover. 

Retailers are buying fewer “mis- 
takes,” fewer puny brands. More of 
their buying dollar must go into 
brands with built-in “insured” veloc- 

y of turnover. 

If all strongly advertised brands 
were wiped out overnight, retailers 
(and wholesalers, 
bankrupt overnight. 

No strongly advertised brands, no 
retail profits! 

‘The salesman must nail down these 


too) would go 


truisms for his brand. 

The retailer and wholesaler are not 
overly interested in national adver- 
tising from the national viewpoint. 
They take the local viewpoint of na- 
tional advertising. “‘That’s why it’s 
important to localize the advertising 
story, to bring it down to the retail- 
er’s trading area, to his store. All 
national advertising is, really, local 
advertising. ‘he salesman sells it on 
that basis. It means more to a re- 
tailer to be told that 10% (or 30% 
or 40%) of the traffic in his store is 
exposed to a company’s advertising 
than to be told that a campaign will 
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yOURNAL + TOURIST COURT JOURNAL - TOURIST COURT JOURNAL - TOURIS> 
4 ¢. 


a 


3 OF A SERIES 


(The truth about this market is stranger than fiction) 


IT’S A 


act: 
o 
that, in the year ahead, sizable expenditures 


will be made for up-grading older rental 
units, repairs, replacement and reconstruction. 


act: 

= 

that, in this same period, readers of 
TOURIST COURT JOURNAL will spend over 


$1 billion for supplies, construction of new 


rental units, up-grading of older units, etc. 


When you talk to the American Motel Market, 


put it in the — journal 


For 20 years TOURIST COURT JOURNAL has 
been the pioneer, the leader, the acknowledged 
spokesman of the tourist court-motel industry. 
Result? It is the fountainhead of authentic 
information on this $5-billion market. 

Want fresh facts and figures? Then send for 
INSIDE INFORMATION. It covers everything that 
goes into the construction, furnishing and 
operation of motels. What’s more, it proves 
beyond question that TOURIST COURT JOURNAL 
is your “best seller” in reaching this 
phenomenal -market. Simply write Lee 
Hainline, Advertising Director, Tourist Court 
Journal, Temple, Texas, and say: “I want 
INSIDE INFORMATION, It’s yours for the asking! 


TOURIST COURT JOURNAL * Temple, Texas 
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make a trillion consumer impressions 
in the entire country. 

When a salesman thinks of the 
amount of advertising his brand has 
received, he must bear in mind that a 
brand also is being advertised when it: 

1. Gets store display. 

2. Is stocked in the home. 

3. Is used. 

Every time the name is displayed 
to a shopper or consumer, a brand 
is being advertised. 

Few shoppers will walk out of a 
store because a staple brand isn’t 
available at the moment. That’s why 
there is no greater destroyer of adver- 
tising value than an out-of-stock or 
under-stock condition for many brands. 
And that’s why a salesman’s job these 
days isn’t even half done when he gets 
his brand in a store. It’s then his 
major job to help maintain adequate 
stocks and to work to expose his prod- 
uct to store traffic. 

He does the second half of that job 
by winning: 

1. Exciting promotion. 

2. Mass display. 

3. Local advertising support. 

Salesmen must be helpmen, not 
merely salesmen. They must be: 

1. Merchandise display experts. 

2. Promotion experts. 

3. Merchandising experts. 

It is scarcely possible for the home 
office to prepare a merchandising and 
promotional program that can be used 
lock, stock and barrel by every ac- 
count. That’s where the salesman’s 
functions as an advertising man — or 
promotion man — come in. 

He must be able to work with each 
account as a consultant. He must be 
able to work out with each account a 
program suitable for the type of store, 
the trading area, the inventory. 

The backing he wins for his com- 
pany’s advertising will be in direct 
proportion to the intelligence with 
which he maps out and then activates 
merchandise-moving programs for his 
accounts. Top display of merchandise 
will be the key to this program. Some- 
times it may be the entire program. 

In other words, the salesman con 
trols the profitability of his company’s 
advertising investment. Without his 
intelligent, energetic and purposeful 
support, his company’s advertising is 
badly crippled. 

So instead of advertising and per- 
sonal selling being separate forces, 
they are interdependent. Even when 
we regard them as links in the mar- 
keting chain they are linked together. 
Separate them and you've weakened 
both. The End 


Reprints of this article are available through 
Sales Managements Readers’ Service Bureau, 
386 Fourth Avenue, New York 16. Cost: 5c 
each. R.S. #332. 
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To sell more where more is sold 
eee it’s FIRST 3 FIRST! 


Plenty of time here 


A sweeping panorama from a high vantage point may 
provide an unbeatable view, but when it comes to putting 
your product on top in sales—and keeping it there—you’ve 
got to come back down to earth with a hard-hitting adver- 
tising campaign that places properly balanced emphasis on 
the millions of heavy spending shoppers concentrated in the 
nation’s top markets. 

The FIRST 3 markets of New York, Chicago and Phila- 
delphia account for % of Drug sales, % of Food sales, % 


aD The group with the Sunday Punch 


MARKETS GROUP 


a” Rotogravure * Colorgravure 


; 


\ Plenty of sales here 


™ 


of Furniture and Appliance sales, and more than % of total 
U.S. Apparel sales. 

General Magazines, Syndicated Sunday Supplements, Ra- 
dio and TV family coverage thins out in these super-sales 
areas. Only FIRST 3 MARKETS delivers a solid 62% family 
coverage of these 3 city and suburban areas where nearly 
¥ of all U.S. Retail sales are made. To make your adver- 
tising sell more where more is sold...it’s FIRST 8 FIRST! 

Circulation in excess of 6 Million. 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17,N.Y.News Building, 220 E. 42nd St., Murray Hili 7-4894 * Chicago 11, IU., Tribune Tower, SUperior 7-00438 
San Francisco 4, Calif.,155 Montgomery St., GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Blud., DUnkirk 5-3567 
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world’s most 
DYNAMIC 


This rocketing missile is symbolic of the dynamics of avia- 
tion—and symbolic, too, of the publication serving avia- 
tion’s Technical Management. Here are some of the marks 


of a dynamic publication. 


DYNAMIC advertiser acceptance 
in 1956... ogee advertisers continue their swing to AVIATION AGE 
AVIATION MAGAZINE 
ADVERTISING VOLUME GROWTH 
January — June 1956* 
+44 pages 


+261 pages 
—e 
/ 
) +183 pages +53 pages 
oy é 
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= 
=> 
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= 
s 
& 


j =< ] 
—37 pages 


13 issues 
Source: Conover-Mast Research Department 


“Regular display advertising — th page or more 


DYNAMIC circulation coverage 
AVIATION AGE reaches more engineering and management personnel. 


ENGINEERING and MANAGEMENT 
CIRCULATION COMPARISON* 


9,770 


12,908 TOTAL 
16,628 
TOTAL 

15,248 


mma Management 
@ammae Engineering 


AVIATION AGE fa 
11,438 


AVIATION WEEK 
7,633 TOTAL 
8,005 


AMERICAN AVIATION fai 
AERO DIGEST # 

6,458 TOTAL 

7,271 


AERO. ENG. REVIEW 
*Source: Dec.1955 ABC, BPA statements 


DYNAMIC editorial package 
The September issue of AVIATION AGE bears a distinctive new cover...a cover 
which reflects the modern pace of aviation and is in keeping with the new executive 
responsibilities of technical management, served by AVIATION AGE. 

This redesigned cover is the latest in a continuing series of improvements made in 
the AVIATION AGE editorial package. During the past 12 months alone, a number 
of new features have been added—articles are grouped and labeled according to 
specialized fields—typography and layout have undergone considerable study and 
substantial improvement. The steps have been taken in accordance with Conover- 
Mast’s policy of making AVIATION AGE more readable and useful in every con- 


ceivable way... the most dynamic publication in its field. 
A AM 
ation Age 


for AVIATION’S TECHNICAL MANAGEMENT 
205 East 42nd Street, New York 17, N. Y. N's P| 


—serves aviation’s research and 


development organizations and the 
producers and users of aircraft, missiles, 
power plants, systems and components. 

A Conover-Mast Publication 


For more details 
about the aviation 
market and its 
coverage by 
AVIATION AGE 
see the Service-Ad 
insert in SRDS 
(Class. 7) or contact 
your nearest 


AVIATION AGE 


representative. 


Rainbow Hues in the Kitchen: 


Colored Appliances Liven Promotion, 
But White Still Gets the Vote 


Avco calls it ‘color glo." At Frigidaire it's "pastel."’ The 
G-E word is "petal," while Norris-Fhermador says 


"desert." Westinghouse terms it ‘'frosting." 


But top 


men agree: ''A little color brightens a whole line's sales." 


As appliance prospects view the 
Kelvinator and Norge fall store dis 
plays and magazine advertisements 
breaking this month, they are exposed 
to two similar sales messages employ 
ing directly opposite techniques. 

At one extreme in the industry, 
Nash-Kelvinator Division, American 
Motors Corp. counts on accentuating 
the mechanical features of its refrig- 
erators and ranges in advertising that 
shows tinted models exclusively. “In 
addition to being the best attention- 
getter for the whole line, promotion 
of color is definitely swelling that 
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10% wedge of our product pie,” says 
Walter Jeffrey, vice-president in 
charge of sales. “In our top-selling 
range line, color accounts for a good 
20% of volume.” 

At the Norge Dyivision, Borg- 
Warner Corp., on the other hand, 
the staff of Harold Bull, vice-presi- 
dent in charge of sales, has been 
given the following explanation of 
the total ban on tinted units in the 
firm’s fall advertising. “Color would 


BY GRANT JEFFERY 


only distract consumers from design 


“reatures we want to play up, such 


as our washers’ new detergent dis- 
penser wheel.” In line with this out- 
look, which is at variance with that 
of most of the industry’s other mem- 
bers, Norge’s pink, aqua and yellow 
appliances account for “less than 
10%” of volume. 

Neither Norge nor any tinted ap- 
pliance maker admits that color rep- 
resents a dwindling proportion of its 
output. 

The Electric Appliance Division, 
Westinghouse Electric Corp. con- 
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Greensboro 
News and Kecord 
GREENSBORO, NORTH CAROLINA 


is the size we use in the Growing Greensboro Market!" 


Markets are like guitars—some make better music 
than others. To play a dominant theme, sound your 
chords where they’ll reach more ears. The Growing 
Greensboro Market, with a sixth of North Caro- 
lina’s population and an undiminished fifth of the 
state’s retail sales, is an audience worth playing 
for. Whatever your business, you’ll find that our 
forte is full-range coverage of the 12 county 
Greensboro ABC Retail Trading Area—over 105,- 
000 daily circulation—over 400,000 daily readers. 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Sales Management Figures, Represented by Jann & Kelley, Inc. 
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Hospitals serve 20,000,000 patients 


a year ... require purchases of 
more than $5,000,000 a day. 


@ Translated into supplies, equipment, record 
keeping, and services, sales to hospitals can bring 


greatly increased profits to you. 


@ HOSPITALS is Ist in average total paid circu- 
lation... 1st in domestic U. S.. subscriptions. . . 
reaches the greatest single concentration of people 


who buy for hospitals. 


@® HOSPITALS is the only twice-a-month publica- 


tion in the field—issued on the Ist and 16th. 


HOSPITALS 


18 East Division Street — Chicago 10, Illinois 


Consult these men 
for useful data about HOSPITALS 
and the hospital market 


In New York — George B. Janco 

369 Lexington Avenue, LExington 2-9940 
In Cleveland — Eugene C. Leipman 
1220 Huron Road, SUperior |-1473 

In Chicago — William W. Howe 

18 East Division Street, WHitehall 4-4350 
in Pasadena — Ren Averill 

234 E. Colorado Street, RYan 1-929! 


JOURNAL OF THE 


AMERICAN HOSPITAL ASSOCIATION 


Bremen |. Johnson, Business Manager 
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“Appliance Green 
Should Go to Werk" 


If color is not an adequate crutch for unprogressive or faulty design, 
does it have other possibilities that would make the headaches of 
maintaining multi-hued inventories worth-while? Henry Dreyfuss, 
industrial designer, foresees a way to put color to work for appliance 
manufacturers and purchasers which has not heretofore been pub- 
licized. The creator of those average-proportioned Americans, Joe and 
Josephine (SALES MANAGEMENT, July 15, 1955), gives credit for 
his idea to motion-saving color applications in industry. 
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Keep sales 
curves up 


Send credit 
risks down 


WITH 
TRAVELING CREDIT 


A cautious credit man and an 
aggressive sales manager can 
work together to increase com- 
pany profits by using the Douglas- 
Guardian Plan of Traveling Credit. 

Here‘s how Douglas-Guardian 
can help you when too much work- 
ing capital is tied up in finished 
products. 


Warehouse safety has been stepped up by an extensive, nationally 
accepted color code indicating dangerous moving machinery, inflam- 
mables, and the location of safety equipment. Many a factory assembler 
has increased his output when color has been employed to guide his 
hands almost automatically to levers or boxes of parts. Dreyfuss 
foresees the day when—through introduction of these principles— 
kitchens will resemble cubist paintings with each color designating 
the purpose or contents of an appliance or storage unit. 


“Without a fruitless session of opening and closing doors and 
drawers, the housewife will mechanically extend her hand to the blue 
oblong for spices, the grey area for dishes, the orange square for 
kitchen utensils, or the green area for packaged groceries,” the 
designer predicts. The same national acceptance that the safety color 
code receives could give maximum utility to such an arrangement. 
Until standardization might be possible, Dreyfuss visualizes each 
kitchen’s own color code mounted at some convenient place, so that 
guests and part-time domestic help can take advantage of the system. 


For manufacturers who put practical purpose into color in some such 
way as this, the advantage will lie in additional sales leverage rather 
than in a step-down from multi-hued inventories to one color for each 
type of appliance or cabinet. There will always be those who prefer 
matching appliances and cabinets, especially in white. Once the cubist 
kitchen filters down to the cheap gas stove level it may not continue 
to hold the imagination of those at the top of the market. 


We issue field warehouse 
receipts on inventory right where 
it stands. These receipts, turned 
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Still another reason why appliance manufacturers will not be re- 
lieved of duplicating their lines in different colors even if the Dreyfuss 
plan catches on is that many homemakers may well settle for color 
coded decorative bands or drawer and door handles. 


over to banks and lending agen- 
cies, become sound security for 
loans that can be used by the 
manufacturer to supplement cap- 
ital or by his distributor to obtain 
funds locally and pay his invoices 
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promptly. 

For more complete information 
about how the Douglas-Guardian 
plan can benefit your business, 
mail the coupon below. 


ORR: f Le ape eter cake 


DOUGLAS-GUARDIAN 
WAREHOUSE CORPORATION 
118 N. Front Street, New Orleans |, La. 


Please have a representative from your near- 


est office phone me for an appointment. 


Nome 


Address__ 


City 


— ee eee 
$M-9-21-56 
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siders the percentage of sales repre- 
sented by color to be “classified in- 
formation,” but reveals that color 
will be featured in 100% of the di- 
vision’s fall magazine advertisements. 
In newspaper insertions the figure 
will be “high but not that high.” 
The greatest percentage of output 
reported in solid color is the 35% 
noted by Herman F. Lehman, gen- 
eral sales manager, Frigidaire Divi- 
sion, General Motors Corp. Of this, 
90% is accounted for by the firm’s 
popular dawn yellow and meridian 
blue. At Rheem Manufacturing Co., 
William S. Rheem II, vice-president 
and general manager, observes that 
“only a very small percent of con- 
sumers want all-white water heaters.” 
But white continues to be the basic 
finish, trimmed with turquoise, 
chrome, or two colors keyed to the 
General Electric Co. favorites — 


canary yellow and petal pink. As a 
75th anniversary presentation, Rheem 
recently introduced its Wedgewood 
ranges in these last two shades. 

Although it is not easy to arrive at 
an average figure for color sales in 
GE’s different appliance divisions, 
it is reported that the firm’s five color 
lines account for about 18% or 19% 
of major appliance sales. Woodtone 
brown and petal pink tie for second 
place behind canary yellow, with 
cadet blue and turquoise green round- 
ing out the “mix or match” family. 
Satin white will be used exclusively 
in the company’s television advertis- 
ing this season but all magazine in- 
sertions will be in color, many depict- 
ing tinted appliances. Newspaper ad- 
vertising is described as “entirely up 
to the distributors.” 

Variation in promotional emphasis 
on color — with most manufacturers 
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occupying uncertain, changing posi- 
tions between the Kelvinator and 
Norge extremes — is explained by 
Frank Ballman, general sales mana- 
ger, Norris-Thermador Corp., as “a 
leveling out process, similar to what 
we see in the automobile industry. 

“Much of the enthusiasm with 
which the color brush has been waved 
over appliances has betrayed more in- 
terest in achieving a short-run sales 
advantage than in catering to custo- 
mers’ — and suppliers’ — ultimate 
interests,’ Ballman observes. Norris 
is now opening its first 100% colored 
appliance advertising campaign but 
places great emphasis on design fea- 
tures it has long offered, such as the 
modular arrangements made possible 
by its built-in units. 

“Some appliance manufacturers 
may have felt differently, but they 
now seem to be getting away from 
last year’s automobile industry philos- 
ophy that “There’s no surer, cheaper, 
easier way of building drama and sales 
excitement into a product than by 
fancying it up with color and acces- 
sories’.”’ 

This outlook has also been cited as 
a sales fallacy by Tony Whan, new 
board chairman of National Sales Ex- 
ecutives Inc. And from the woman’s 
point of view, Mrs. Jane Cornish, 
associate editor, appliances and home 
care, Good Housekeeping maintains 
that homemakers have a sixth sense 
as to whether an appliance is func- 
tional. “Color, or a ceramic rooster 
on top, may attract them but doesn’t 
fool them,” she declares. “Although 
modern surfaces have diminished the 
importance of white’s original role 
showing up the dirt white is here 
to stay because it does not commit the 
housewife to a limited range ot color 
schemes of 
tired.” 

While not denying white’s peren- 
nial appeal, Westinghouse has what 


which she may grow 


may well come closest to challenging 
its versatility. Changeable panels for 
the firm’s free-standing refrigerators 
permit 50 different color combina- 
tions. 


The food and flavor names with 
which Westinghouse designates its 
colors help build the over-all good 
impression that leads to a sale, points 
out Miss Willie Mae Rogers, direc- 
tor, Good Housekeeping Institute. 
She feels that nomenclature with car- 
nival connotations is probably accept- 
able also but that flower names are 
best avoided since they may have 
many unrelated associations in the 
prospect’s mind that distract her from 
the appliance she is considering. 

True to their reputations, the 
colorful states of California and 
Florida are credited by several manu- 
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facturers with giving color the warm- 
est reception. In a fall 1955 poll, 
Electrical Merchandising cited pink 
as a “surprisingly strong’ national 
favorite. By now it may be sharing 
the honors with yellow; G-E officials 
feel from their own experience that 
the sunnier color tops the list. 

To equip its dealer: and builder 
customers with “appreciation of the 
principles of good art,” General Elec- 
tric uses a wide variety of sales tools. 
Brochures with full color photo- 
graphs illustrate consumers’ problems 
in harmonizing walls, counter tops, 
fixtures and fabrics. Key chains with 
small color samples are described by 
G-E as “the only foolproof way of 
showing the true beauty and dura- 
bility of the high-style, modern deco- 
rator colors.” A catalog for store 
use utilizes full-color printing on 
acetate sheets and color samples of 
all G-E appliances to enable pur- 
chasers to assemble the kitchen of 
their choice. 

Through tie-in arrangements with 
independent furniture and paint man- 
ufacturers, G-E colors are also avail- 
able to consumers in dinette sets and 
by the can for painting walls or wood- 
work. 

Avco’s Metropolitan New York- 
New Jersey distributor, Gerald O. 


Kaye & Associates Corp., has met the 
problems of colored inventory with 
a solution which the firm feels 
“neither we nor any other distributor 
can afford.” 

“It’s a losing proposition,” says 
Daniel Nagler, sales manager, “but 
in order to give completely satisfac- 
tory service to our dealers we have 
installed spraying and baking facili- 
ties. In about a week we can deliver 
an Avco color or any other color de- 
sired. Other manufacturers’ distribu- 
tors often find it takes them three 
weeks or so to get a special order from 
the factory. For them to keep full 
color lines in stock is a risky business. 

“Obviously you cannot gauge color 
demand down to the last appliance in 
advance. But when a distributor pur- 
chases kitchen equipment he is stuck 
with it. His only solution if he over- 
purchases on one or more colors is 
an inventory reduction sale. It is this 
consideration, more than the added 
space and paper work required by 
color inventory, which determined 
our policy of buying all white and 
spraying on request from the dealer.”’ 

Consumers sometimes share the dis- 
tributor plight of being stuck with a 
color they should have given more 
thought to. Miss Rogers suggests that 
all appliance prospects should be 


GET YOUR POINT ACROSS FASTER, EASIER, BETTER... 


VU-GRAPH 55, the new portable Overhead Projec- 
tor, communicates your sales ideas quickly and accurately. It 
projects transparencies and overlays in brilliant color. Even 
projects your own writing as you write! Weighs only 18 Ibs. in 
durable case. $155.00 complete. Write for a Free pamphlet. 


CHARLES CBeacler COMPANY 


EAST ORANGE. NEW JERGEY 


WORLD'S LARGEST MANUFACTURER OF OPAQUE AND OVERHEAD PROJECTION APPARATUS 
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helped to face the question: “Do | 
want color where it will be perman- 
ent, or should | stick to white and 
rely on fabric and painted walls and 
woodwork for color?” 

Purchasers who make a mistake in 
this regard and tire of the appear 
ance of their appliances become bear- 
ers of ill will for the line concerned 
Yet suppliers’ little 
to help consumers make a discrim 
inating choice. 

Electrical Merchandising 
that one of the worries people have 
about color is that it will limit their 


literature does 


reports 


choice of future appliances to the 
same manufacturer's line if they are 
to obtain a match. But opportunities 
for multiple sales are a strong argu- 
ment for colored appliances, according 
to Daniel A. Packard, household sales 
manager, Kelvinator Division, Ameri- 
can Motors Corp., who says, ‘“Custo- 
mers won’t want to place a new pink 
old white 
range and a multiple sale will result.” 

Solution of the color standardiza- 
tion problem is not easy. Revco, Inc., 
is currently offering appliances in 30 
colors to match the lines of General 


refrigerator next to an 


Where the convention season never ends... 


THE 


For complete information, address 
Charles L. Norvell, Director of Sales 
The Greenbrier, White Sulphur Springs 
West Virginia, or inquire of reservation 
offices at: New York, 588 Fifth Avenue 
JU 6-5500; Boston, 73 Tremont Street 
LA 3-4497; 7 West Wash 
ington Street, RA 6-0625: Washington 
D. C., Investment Bidg., RE 17-2642 


Chicago 


WHITE SULPHUR SPRINGS > 
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Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
1000 and 


. a brand new auditorium 


groups up to includes such 
features as . 
with a 42 foot stage .. . the latest P. A. 
systems and projection equipment... a 
. and 


superb arrangements for banquets. Don’t 


theater with CinemaScope screen . . 


overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
Informal 


world-renowned as America’s 


Business Capitol. 


Tun 


VOOM UEC 2 


WEST VIRGINIA 


Electric, Westinghouse, Admiral, 
Frigidaire and other leading manu- 
facturers. Display samples bear these 
competitors’ names. In a less ambi- 
tious way, several cabinet manufac- 
turers are tying their colors to one 
or two of these firms. 

Companies without a full line of 
appliances should consider promoting 
harmony in the kitchen instead of 
matched units, in the opinion of 
Nathaniel Becker, partner in the de- 
sign firm of Becker & Becker. 
“Women know that a sweater should 
be knitted with skeins from the same 
dye lot,”’ he notes, ‘and in the same 
way, many fear and some have actu- 
ally experienced mismatches in two 
appliances from the same manufac- 
turer. Matching paint, such as Kel 
vinator sells for customers’ existing 
kitchen equipment, is hard to apply 
satisfactorily by anything less than a 
factory baking process. 

“Good taste in kitchen planning 
may not be so esoteric as good music 
and good wine appear to many to be,” 
says designer Becker, “but choosing 
colors and combinations requires skill 
and planning. To help insure satis- 
faction, sales literature might ‘at least 
remind prospects to consult their fam- 
ilies about such a public room as the 
kitchen. Where a line’s various colors 
were selected after serious study, a 
firm might well interpret the findings 
to the public.” 


To Fit the Room 

It may be that golden-toned ap- 
pliances were developed with north- 
ern exposure in mind, and cold blues 
and greens for hotter, sunnier rooms. 
Customers who are not told this may 
sentence themselves to several years 
of kitchen work in a room blurry with 
too much light or a dank, cheerless 
north side room that seems about to 
sprout moss, 

Why did one firm drop its choco- 
late colored line? Did the shade make 
a bulky appliance look like grand- 
mother’s wood stove? Can pastels be 
relied on for giving a small room a 
light, airy look? On the other hand, 
dwellers in small apartments are in 
many cases business people who only 
use their appliances briefly and can 
stand more dramatic colors. 

These are some of the problems 
Becker that manufacturers 
study and help their customers to 
face. Suppliers’ literature might also 
touch upon the relation of the kitchen 
to the rest of the house. It is possible 
that some color choices would pro- 
mote integration of the home whereas 
others would disrupt the transition 
from kitchen to dining room. 

A manufacturer who suggested a 
wide range of decors to complement 


suggests 
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Next time a friendly owl comes wandering into your garden, invite him into the house, 
give him a warm bath, a nice breakfast, spruce him up with a fancy hat. That’s what 
one English housewife did recently—and wound up with the cutest pet you ever saw. 


This unusual story stopped seven out of ten PARADE readers—which goes to prove 


there’s nothing like a fresh, off-beat story to win readers—and friends. PARADE has been 
doing just that so consistently that independent surveys show it’s the best read 
magazine in America, bar none. 

To advertisers, this means twice as many readers for their dollar in PARADE as in the 
big weekday magazines. 

Our pet theory: To move merchandise, to make new customers, to get reorders . 
PARADE has what it takes. 


PaRaoe:+::+- THE SUNDAY MAGAZINE SECTION OF SS FINE NEWSPAPERS COVERING 
ABOUT 2700 MARKETS... WITH MORE THAN 15 MILLION READERS EVERY WEEK 
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his various color lines might well put 
himself in an advantageous sales posi- 
tion, in the opinion of Mrs. Helen 
Kendall, appliance editor, Good 
Housekeeping. She particularly rec- 
ommends a dark pink floor, black 
counter tops and pink and gray cur- 
tains to set off pastel pink appliances. 
Yellow kitchen 


mented by 


units are comple- 
deeper yellow counters, 
orange and black fabrics and a black 
spatter-dash floor. Light blue-green 
appliances go well with a true blue 
floor, a fabric of blue and green on 


white and accents of navy and green 
throughout the room. Wood tones 
call for coral tops and tan fabrics. 
White is pointed up by any decor 
such as green and yellow or black red 
and white. 

Appliance and wall finishes should 
not imitate anything that they are 
not, Mrs. Kendall feels. ‘No matter 
how decorative they may be, there’s 
no place in a modern kitchen for wall- 
paper that isn’t scrubbable, for coun- 
tertops that watermark if they’re not 
waxed often, for floor tiles that stain 
with grease. Colorfulness cannot pos- 
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has shown a 


47% 


LINAGE 
INCREASE 


Jan. thru July 1956 
over Jan. thru July 1955 


Feature Parade, the Sun- 
day Telegram Magazine 
Supplement, has carried 
178,311 lines of adver- 
tising for the first seven 
months of 1956 —a gain 
of 56,651 lines over the 
same period in 1955. 
The circulation of 106,- 
798* offers you strong 
local impact on the Met- 
ropolitan Worcester 


County Market *March 
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sibly excuse an appliance from being 
hard to clean and keep clean or from 
causing extra work in any way.” 

In the past, color trends in the 
kitchen have moved more slowly than 
in any other room in the house, re 
ports Faber Birren, color consultant, 
Monsanto Chemical Co. “Now, as 
the consumer attacks this last strong 
hold of monotony with an array of 
color charts, samples and_ inspired 
ideas, the supplier competition is wide 
open,” Birren notes, “He who has 
the best colors will sell the most 
merchandise. 

“Ten years ago virtually all 
kitchen cabinets and appliances were 
white. However, most kitchens had 
a dominant scheme—usually 
found on walls. In 1946, for ex 
ample, favorite kitchen background 
colors were green, yellow, gray, blue 
in that order. For 1956 and afte: 
according to a Monsanto survey, two 
things are to be noted. First, the o1 
der of key favorites has shifted to 
pink, then yellow, green, blue gray. 
Second, in appliances and cabinets, 
ratio of color (to white) has risen 
sharply from a low of 10% and will 
probably keep rising to an estimated 
figure of 306 -50% in the nea 
future.” 


color 


Tastes Change 


How do color trends originate 

Birren’s answer is that they take 
place because “people seldom buy the 
same color twice. What they prefe 
in any one year or period will late 
be avoided. 
offers a lot of emotional enjoyment to 
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This is because colo 


the masses, and a desire for change in 
color is as natural as a desire to see 
different movies or shows or to travel 
to strange places. 

“At the top of the market, change 
and newness are the order of the day. 
A ‘cream’ market is usually willing 
to accept appliances and furniture 
that are different to gratify some in 
ner urge for fashion and style leade: 
ship. 

“Of the many colors offered at the 
top of the market, few survive to the 
economy gas range level. Yet succes 
sive color trends originate at the top 
in all merchandise fields, nonetheless. 
Through a screening process, mea 
sured by demand, certain of the high 
fashion hues enter into upper and 
middle class markets where they are 
once again exposed to the public and 
once again screened. 

“For mass merchandise, the cycle 
ot change is slower and may require 
several years for a complete shift. 
This means that color styling fo: 
volume merchandise will follow 
other leadership. What is required, 
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How rt feels to be a elient 


As a client, did you ever look across your desk at 
the agency people and wonder: “Would they make 
the same recommendations if they sat on my side of 
the desk?” 


It ¢s different on your side of the desk. You have to 
think of so many things over and above and behind 
the campaign idea and sparkling copy. Things like 
how to get the sales force working solidly behind the 
campaign at the right time . . . how to pacify that big 
jobber who’s miffed because you’re not putting more 
advertising money into his territory . . . how long will 
slow delivery of parts delay introduction of the new 
model, and will competition beat you to the punch. . . 


and if they do 


As a client you have to think like a plant manager, 


salesman, controller, and stockholder all at the same 


time. It’s a lot different from the high enthusiasm of 


creation. So it’s not strange if you wonder occasionally, 
“How would the agency talk if they sat on my side 


of the desk?” 
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We have sat on your side of the desk. All of our 
principals and most of our account men have worked 
in advertising and/or sales departments. We know 


how it feels to be a client. 


We think we’re a better agency because of that. In 
our work with clients, we try never to lose sight of the 
thousand and one practical, and sometimes frustrating, 


realities they (and we) must live with. 


First-hand understanding of client problems gives 


us, and our clients, two main advantages: 


First, it makes more productive our method of 
working as markeling partners, rather than as mere 


suppliers of advertisements. 


And second, it makes our recommendations more 


consistently responsible, realistic—and effective. 


A very important “‘house rule’ has grown out of 
our experience on the client’s side of the desk. It is 
applied to every recommendation we make before we 


make it; and it is simply this: 


“Would we think this was so good tf we were spending 


our money’ 


We know how it feels to be a client. 
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careful interpretation 
and analysis of movement,” 
Monsanto’s color specialist finds. 
“It is next to impossible to force 
acceptance for color. In its emotional 
attitude, the public will be stubborn 
but consistent, and only certain few 
favorites will reach big volume. 
“Still farther down the line, colo: 
preferences for stapl€ items, such as 
housewares, will find even more lim- 
ited choice. Here people will have 
very restricted ideas about color and 
will tend to be anything but tolerant 


therefore, is 
color 


of other hues. Manufacturers are 
aware of this fact and know that the 
difference between right and wrong 
colors is vast and that profits or losses 
hang fimly or precariously on accur- 
ate color styling,’ Birren declares. 
“Finally, at the bottom are im- 


pulse co! 


ors—novelties, simple gifts, 
toys. Here color choice is at its short- 
est limit. Only few colors will sell 
readily, and these are likely to re- 
main unchanged over very long per- 
iods of time, 


“In appliances, as in other fields, 


. ANYONE can do 
NOW PROFESSIONAL QUALITY 


-— PLASTIC BINDING! 


with these HAND-OPERATED 


PLASTICS 


PUNCHING & BINDING UNITS 


Medel 24 

Punching Unit 
Precision-punches pages 
with powerful SHEARING ACTION! 


fast and easy 


Imagine 


Just insert cover and 


being able to produce genuine PLASTICO.bound booklets, 
catalogs, etc. — right in your own office! Single copies . . . 


dozens . . . hundreds 


— these two handy machines will give 


your literature extra prestige and selling power by adding 
colorful PLASTICO Bindings. Rugged, compact, and easy to 
use, PLASTICO hand-operated units are “at home” in every 
office or business — pay for themselves in savings of time and 


binding costs 


FREE Colorful 8-page booklet tells you how to get more ovt of your printed literature 


Fill ovt and mail this coupon TODAY! 


ee PLASTIC BINDING CORPORATION 


Originators of Plastic Binding in America 


Ch 


ago 5, iil 


15 West 24th St. New York 10.N Y 


PLASTIC BINDING CORPORATION 
Dept. SM 732 Sherman St., Chicago, 5 Illinois 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 
Units for office use. 


Nome 


Title 


Firm 


Address 


Fi 
BOOKLET City 


Zone 


22 EE 


the right use of color has economic 
advantages in satisfying public taste, 
reducing or eliminating the waste ot 
unsold stocks of slow-moving inven- 
tories. Prices should be lower and 
profits higher because of greater 
volume possible with the right use of 
color.” 

According to Monsanto’s research, 
color preferences differ in various re 
gions of the country. California and 
Florida, for example, tend to favor 
light pastel tints, and many influ- 
ences of styling in these areas have 
swept country. South 
erners, by and large, prefer deeper 
and richer tones. New Englanders 
are conservative and practical. In the 
Middle West. color 
seem to reach an average level, al- 
though idiosyncrasies exist 
such as a liking for wallpaper as 
against paint In interiors. 


across. the 


preterences 


some 


Monsanto warns its customers and 
prospects that because of the almost 
unlimited possibilities of color there 
is a real temptation to “go overboard” 
on color selection. In the interest of 
good volume and profits, howeve1 
and because so many kitchen items are 
sold in national markets—an intelli- 
gent research study of 
wants should be made. 


consume! 


Birren enlarges on this by pointing 
out, “Although color holds magic in 
selling, it is not invariably a bed of 
roses. Mistakes have t 
are still something of a hazard. The 
baking of colored bread (for pretty 
party sandwiches) was a failure be- 
cause people will hesitate to eat that 
which . appears unappetizing or in 
Despite 
automobiles, people remain conserva 
tive. Although streamlining and de 
sign have revolutionized the shape of 
cars, no such revolution has taken 
place with color. Green, blue, gray, 
tan remain the chief desires 

“On the negative side, one manu- 
facturer with a sizable dollar busi- 
ness showed no profits although he 
admittedly had one of the best and 
most colorful lines in his industry. 
What happened was that the poor 
sellers drained the profits of the good 
ones—there were too many hues. A 
better use of research and a shorten- 
ing of the line accomplished what he 
wanted. With the same total volume, 
his profits were higher. He made 
money not because of more sales but 
because of less waste.”’ 

The color consultant concludes, 
“One very wise strategy is to keep 
an eye on general trends in color. 
Too frequently, an entire industry 
may get into a rut through doing 
what everyone else does in the same 


field.” 


een made and 


appropriate, more colored 


The End 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens! 


4.250.000 DELIVERED COPIES EACH MONTH 


\ 


= 
ae 
One example of how BH&G readers live by their favorite magazine: 9,400,000 referred to one or more 


back issues, 4 to 12 months old, within the past 4 weeks. BH&G lives with the family — judged by its 
usefulness instead of its date. 


*15,500,000 people read an average issue of during the year... 
BH&G! One-third of the 123,800,000 people 

1 e 
10 years of age and older in the U.S. read one /3 of America reads 
or more of every 12 issues. That’s 44,150,000 
people—and over 40% of them are men! Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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NEW YORK 


\& 


Herald <2 2 Tribune 


Chicago Daily 


-_ 


CLEVELAND PLAIN DEALER 
Tribune “95 Angéles Cimes 
THE BOSTON HERALD The Betroit free Press 
Che Evening Star 
THE EVENING SUN 


Des Moines Tribune 


The Pittsburgh Press 
Alinneapolis Hlorning Tribune 

THE DENVER POST 
Che Hes Moines Register 

Che Boston Daily Globe 


THE 


Che Atlanta Zournal 


CLEVELAND NEWS 
St. Paul Pioneer Press 
THE CINCINNATLE ENQUIRER 


COMMERCIAL APPEAL. 
Che Providence Journal 


Nation’s 


“According to Nation’s Business ... “ appears on front pages and 
editorial pages all over the country. Nation’s Business “useful 
look ahead” continually presents reports and analyses on 
developing situations in business, government and national 


In a typical issue of Nation's Business, there are as many as 
20 articles and regular features keyed to deliver the informa- 
tion and ideas a businessman needs to run his business success- 


affairs and these are converted into news stories, interpretive 
pieces, editorials 

Such testimony to the editorial significance of Nation’s Busi- 
ness helps explain two important things: (1) why 775,000 
American business leaders read the magazine avidly every 
month; and (2) why a growing list of advertisers (up 23% 
first six months of this year) tell us that Nation’s Business gets 
results which are often good enough to be labeled astonishing. 


fully. These articles cover three essential areas—National Issues, 
Business Leadership, Government Problems. Nation’s Business 
presents this material authoritatively, concisely, and with a 
timeliness that makes it useful to business owners . . . news 
worthy to newspaper editors. 

Of the 775,000 Nation’s Business subscribers, 550,000 are 
men who own American business. They are owners, partners 
and presidents of manufacturing firms, banks, retail and whole- 
sale establishments . . . nationwide, compassing every type of 


The Evening Bulletin 
ST.LOUIS POST-DISPATCH 
The Washington Post 


Times herald 


San Francisco Chronicle 


Tee voice oF THe wasr 


Che Cimes-Picawne 
Rocky Motintain News 
Tae Dantas Times HERALD 
Fort Worth Press 
Seattle P 


The Oregonian 


AND HERE ARE A FEW MORE OF THE LEADING NEWSPAPERS 
AMONG HUNDREDS AND HUNDREDS—WHICH HAVE RECENTLY 
QUOTED FROM NATION'S BUSINESS EDITORIALLY 


Akron Beacon-Journal 

Albany Knickerbocker-News 
Albuquerque Journa! 
Allentown Times 

Amarillo News 

Asheville Times 

Baltimore News-Post 
Birmingham News 
Birmingham Post-Herald 
Burlington Free-Press 

Boise Evering Statesman 
Canton Repository 

Cedar Rapids Gazette 
Charleston (S.C.) News & Courier 
Charleston (W.Va.) Daily Mail 
Chattanooga News-Free Press 
Cincinnati Post 

Cincinnati Times-Star 
Chicago Sun-Times 

Colorado Springs Gazette-Telegraph 
Columbia State 

Columbus Dispatch 

Dallas News 

Dayton Journal-Herald 

Fort Worth Morning Star-Telegram 
Fresno Bee 

Hartford Times 

Helena Independent-Record 
Houston Post 

Lincoln Evening Journal 

Little Rock Gazette 

Los Angeles Herald & Express 


Louisville Times 

Miami Herald 

Milwaukee Sentinel 

New Orleans States 

New York World-Telegram & Sun 
Oakland Tribune 

Ogden Standard-Examiner 
Oklahoma City Oklahoman 
Omaha World-Herald 
Pasadena Indepencent 
Peoria Journal-Star 
Phoenix Republic 

Pine Bluff Commercial 
Rochester Democrat & Chronicle 
Rochester Times-Union 
St. Louis Globe-Democrat 
St. Paul Dispatch 

Salt La‘ « City Deseret News 
San Antonio News 

San Bernardino Sun 

San Diego Union 
Savannah News 

Sioux City Journa 

Topeka Capital 

Trenton Trentonian 

Tulsa Tribune 

Tulsa World 

Utica Observer-Dispatch 
Wheeling Intelligencer 
Wichita Beacon 

Yakima Republic 
Youngstown Vindicator 


Newspaper editors from coast tc 


and border to border report and 


® 


nt on sianificant articles from 


business. Their geographic distribution is tailored to your market, | Nation's Business 
for the circulation of Nation’s Business parallels population. | 
257,000 copies go tc cities of more than 50,000 population and 
518,000 to cities and towns under 50,000. 

It takes a business publication with big circulation to cover 
America’s growing, expanding business market. With more than 
three-quarters of a million businessman-subscribers, Nation’s 
Business assures you of coverage of your most important sales 


oo tt ll products, servi or ideas to the owners ADVERTISING H EAD QUA RTER S: 

you want to se cts, s ces as e owner: 

of American business, action in business results when you 711 THIRD AVENUE, NEW YORK 17, N.Y. 
Washington « Chicago « Philadelphia » Cleveland « Detroit eos Angeles « San Francisco 


775,000 PAID CIRCULATION... including 75,000 
executives of business members of the National Chamber of 
Commerce and 700,000 other leaders of the American busi- 
ness community who paid for their personal subscriptions. 


advertise in Nation’s Business, 


Unexploited Sales Opportunities 
In the Non-Metro Market 


Marketers, collectively, seem to be short-changing 


the non-metropolitan markets. 


Either they don’t know the fact— 
or they ignore it—that appeals which 
are successful in the big urban mar- 
kets may not be effective in rural 
markets. “Keeping up with the 
Joneses” is an example. Or they un- 
der-spend in those markets. 

Family incomes in the Metropoli- 
tan Area counties averaged $6,074 
last year (SALES MANAGEMENT'S 
May 10 Survey of Buying Power), 
about 11% better than the U.S.A. 
average. 

In non-metropolitan counties the 
average was $4,836, or roughly 20% 
less than in the strongly urbanized 
sections, but lower cost-of-living does 
away with much of the differential. 


But lex’s take as valid the raw dif- 
ference in income, and say that family 
incomes in the non-metropolitan areas 
are 80% of those in the big cities. 

Shouldn’t at least 80% as much 
advertising be applied to those fami- 
lies? 

There isn’t . . . nowhere near. Last 
year American advertisers invested 
$230.37 on the average Metropolitan 
Area household. 

On the average family in non-met- 
ropolitan areas the investment was 
only $107.14. 

Instead of treating the non-metro- 
politan family as being 80% as good, 
advertisers apparently regarded it as 
only 46% as good. 


What’s wrong with this Picture ? * 


Metro Areas 


o 


OUR NATIONAL INCOME DIVIDES LIKE THIS: 


$9 BILLION 


PER FAMILY, IN THE TWO AREAS, WE SPEND IN ADVERTISING 


ANSWER: fhe non-metro market is being undersold. 


25% in non-Metro 
Markets 


17% in 
non-Metro 
Markets 


non-Metro Areas 


Expenditures designed to influence 
farmer families seem exceptionally 
sparse and unrealistic. Last year, for 
every $1,000 of farm income received 
by the farmer, advertising expendi- 
tures in the farm magazines amounted 
to only $1.64—very little change from 
the $1.53 spent back in 1940. See 
box “Farm Income vs. Farm Ad- 
vertising.” 

The expenditure (on per $1,000 of 
income basis) for all U.S.A. families, 
through all media, was $33.88 last 
year. 

How big is the non-metre market ? 
It is big. About 51% million families 
on farms, about 8'/4 in non-metro 
and hamlets and small cities. As 
W. R. Lund of the Warren Petro- 
leum Corp., Tulsa, points out in the 
July Journal of Marketing, the rural 
market isn’t growing as fast in popu- 
lation as the urban market “but it is 
not nearly so far in debt as the urban 
market.” 

And in total income the non-metro 
counties have almost exactly as much 
as the whole nation enjoyed in 1939! 

To quote again from Lund, “The 
rural market is a widely scattered 
one and appears to have different 
reading, listening, viewing and shop- 
ping habits from the urban market. 
Small-towners and farmers read dif- 
ferent newspapers and magazines, 
listen to different radio stations and 
programs. . . . Because of these dif- 
ferences, methods and means used to 
reach the urban markets do not neces- 
sarily reach the rural market effec- 
tively. 

“Yet, this market probably needs 
more intensive advertising contacts 
because rural people are not as likely 
to be exposed to products in hand- 
some modern showrooms.”’ 

Families in the non-metro counties 
may be more conservative, less likely 
to make a quick change, but they can 
be “had.” Back only a half dozen 
years ago, 49% of rural homes were 
cooking with old-fashioned fuels as 
compared with only 14% of the ur- 
ban homes, but recent surveys show 
that 80% to 90% of rural homes 
now have ranges using modern fuels. 

Similarly, home freezers in rural 
homes now have a saturation of about 
one-third — as against practically 
nothing as late as 1950. . . . Powered 
washing machines have a high satura- 
tion, but the great majority are the 
old-fashioned wringer type, just as 
more than half of the sewing ma- 
chines are of the old-fashioned 
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THE SCHUYLER HOPPER Co. 


MARKET RESEARCH + SALES PROMOTION - ADVERTISING 


TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N. Y. LEXINGTON 


Managers are in trouble 


won't listen to the Real Boss? 


customers are the Real Boss you and everyone else in your 
for. They will buy what you have to sell, IF, and only 
them. 


to him and 
you don't 


The highest cost in all selling and advertising is the cost of guessing what a 


prospect needs to know “~ fore he'll buy. Part of that is guessing what he now 
knows about your pro ...or thinks he knows. 


the guesswork and you cut the waste. 


much money is your company pouring into advertising in its various forms 
] direct mail, booklets, catalogs, manuals, presentations) without 
ding out what's important to your Real Boss? 


Your most effective and least costly selling effort, be it 
personal or printed, is that which presents your product in 
terms of some need your prospect has; some problem he has to 
solve, some job he wants to do better, faster, easier, at 
lower cost. 


h selling is knowing, for sure, who the prospect really is, 
him important to you, and what he thinks about products 


Usually a few dollars spent for exploring the Real Boss views - for depth 

interviewing of customers and Oo gaa by men who know “i to find out what 

they're doing and planning, and WHY - will cut a lot of guesswork out of your 
ales and advertising approach and =: ees 


That's the basis of "Ditch-Digging" Advertising*: 
knowing - before you say it - what to say, where 
to say it, and when. 


Sincerely yours, 


Gla Mugler Pegg O- 


ESE . . § : ‘ at CIN: 
‘Reg. U.S. Pot. Off MARKET RESEARCH SALES PROMOTION ADVERTISING 


Experienced in the reduction of guess work in advertising and selling. 
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treadle type. Obviously, the right 
rural market nerve hasn't beer 
touched on many labor-saving devices, 
such as automatic clothes dryers and 


garbage disposal units, for saturation 
is around the 5% level. AD EXPENDITURES, 1955, 
With needs so readily apparent, TO REACH SPECIFIC MARKETS 


and with incomes reasonably fimila: 
(after allowing for cost-of-living Per $1,000 mn 
difference), why are rural markets of Income Family 
relatively untapped ? “Is 
- PE Farm Families, Through 
With some marketers it is prov- 


ably deliberate neglect; they feel thar Farm Magazines $1.64* $9.78 
they have all the market they can All U.S.A. Families, Through 


handle in the big cities. With some 
- H ** 
it may be an exaggerated concept o1 All Media $33.88 $193.16 


the “spill over” they get in rura! “I 
markets from big-city mediums. With Metro Area Families, 


others i may well be the point 1+ Through All Media $37.88** $230.37 


te red to e@: lie b ® d tl at tne *|° 
ee ee ee ee ees Non-Metro Area Families, 
appeal” which works in the big cities 


may not work in the smaller places. Through All Media $22.16** $107.14 


, 1 y 
Last year all advertisers (in Luding * Realized Gross Farm Income 


local) expended $9 billion. How was 
this divided between Metropolitan 


Area counties and the non-metropoll- 


** Net Effective Buying Income 


tan counties? 

No exact figures are available 
SALES MANAGEMENT after stuc 
circulation breakdowns of the various 


advertising mediums, reaches the con 


clusion that the division is sine FARM INCOME VS. FARM ADVERTISING 


$7'4 billion in the Metropolitan 


Areas, $1 l/, billion tor the rest of the Farm Advertising 
: 4h Realized Gross Advertising i Dollars for 
country. hat may be an over esti * reangtheg Sent tinnaaions Each $1 000 in 
mate for the part going to smaller (in millions) (in millions) Farm Income 


places. $10,600 $15.5 $1.46 


Incomes Shown 11,000 16.9 1.53 


The incomes to be tapped in the 13,800 17.3 1.26 
two broad regions are accurately pin- 18,800 17.1 91 
pointed by the Survey of Buying 
Power—$197.9 billion in the Metro 2340 at -” 
politan Areas, $67.7 billion in the 
non-metropolitan section. 24,400 26.5 

On this basis of estimated division 
of advertising and income, the chart 26,800 20.2 
“Ad Expenditures, 1955, to Reach 29,300 32.2 
—— pega gest very ap 34,000 39.2 
parent lack of proper exploitation of 
rural possibilities $37.88 of adver- 34,600 45.3 
tising to reach every $1,000 of income 
in the Metropolitan Areas and only 31,600 44.3 
$22.16 in non-metropolitan areas 32.100 45.7 
$230.37 per family in the Metropoli ‘ 7 
tan Areas, only $107.14 in the non- 37,100 48.5 
metropolitan counties. 36,900 52.7 

At the very hour this article was 
being prepared for publication, this 35,200 53.5 
announcement came in from the Toy 
Manufacturers of the U.S.A., Inc.: 34,000 52.9 

“People who live in small commu 
nities buy more toys than any other ae.ve8 — 
group... over 40% of the toys pur- 
chased each year go to children who 
live in areas where the population is 
under 2,500. These communities will 
spend about $500 million this year; 
this represents more than 40% of the 
retail dollar volume of the toy indus 
try.” The End 


613,043 465.5 


ources: U. S. Dept. of Agriculture and Agricultural Publishers Ass'n 
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NEW FRAME-STYLE GIFT SETS. Cannon Mills of Kannopolis, N. 
sparkle to gift sets with Gair-Reynolds Gold Foiline. 

Thin stnps of gold printed in Cannon’s diamond motif frame the towels 
attractively. The same pattern is carried out on the gold Foiline cover in simple 
black and white or dark and light grey. 

Cannon is pleased with the attractive appearance of the new family of four 
gift sets which, incidentally, took a merit award in the 1956 Folding Paper 
Box Association competition. But they also like the easy assembly—with sim- 
plex full telescope covers and frame style bottoms. 


C., adds 


REPRODUCING THE “SKY BLUE WATERS. ” A good looking letterpress job on 
Gair’s ACM clay-coated board won these Hamm’s beer carriers a merit award 
in the 1956 Folding Paper Box Association competition. 

The winning cartons feature 4-color reproduction of Hamm’s “From the 
land of sky blue theme, The can carrier, by the way, is of special 
Rockwell construction and the bottle carrier features a 4-ply handle glued 
inward for easier carrying. 


waters” 


COLORFUL CARTON SELLS CRACKERS. Sunshine Biscuit’ S 
slender new Banquet Crackers make their sales debut in 
this distinctive Gair carton. 

Clear lifelike reproduction of a full color photograph 
displaying a formal dinner setting carries a good part of 


the selling load. The realistic effect is achieved by Gair’s 
150-line screen gravure printing on white clay-coated stock. 
(The photo, incidentally, was supervised by Gair’s Art 
Staff.) A rich cerise background sets off the photograph. 

If self-service selling is a major part of your marketing 


problem, talk to a man from Gair. FC6.4 


Gair Package Analysis is a service designed to blueprint a package that will fit your product, your 


packing and shipping methods and your market. 


Write us at 155 East 44th St., 


mY. tr, Ve 


eEeAd i Ie creative engineering in packaging 


FOLDING CARTONS « SHIPPING CONTAINERS © PAPERBOARD © KRAFT BAGS AND WRAPPINGS 


Robert Gair Company, Inc. 
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¢ 40 mills and plants in the United States and Canada 


Yocuum Orme. » « 


with Celanese Acetate Sheeting 


the packaging method with practical answers to: 


e@ shelf life 
@ appearance 


@ selling power 
@ product protection 
@ multi-parts organization 


VACUUM-FORMING with sparkling transparent 
Celanese Acetate sheet can fit your product like a 
glove and can fit your merchandising plans equally 
as well and boost sales to new highs! 


As skin packs, blister cards, compartmented con- 
tainers and transparent boxes, vacuum-forming 
offers many advantages that are not obtainable 
with any other packaging method. It is ideal for self- 
service merchandise, where it wins valuable coun- 
ter display space... for protection of fragile contents 
... for visual organization of multi-parts contents. 


Can your product benefit from this sure-fire pack- 
aging method? Get the facts about vacuum-forming 
from the Celanese Product Development Deparfment 
before deciding. They can bring you up to date on 
the latest developments...give you cost estimates 
...put you in touch with the fabricators. Just mail 
coupon below. 


Celanese Corporation of America, Plastics Divi- 
sion, Dept. 173-1, 290 Ferry Street, Newark 5, N. J. 
Canadian affiliate: Canadian Chemical Co., Limited, 
Montreal, Toronto and Vancouver. Export sales: 
Amcel Company, Inc. and Pan Amcel Company, 
Inc., 180 Madison Avenue, New York 16, N.Y. 


Celanese ® 


e 


° 
COCKTAIL SET Pp lastics 
Plaxall, Inc., 
L. I. City, N.Y. 
forms package and 


dividers, designed by 
Raymond Loewy and 
Associates, for Fostoria. 


A 


von demonstrator package by F.N. Burt Company, Inc., Buffalo, N.Y. 


@ 


Wearever ball pen and refill dome package by Utility Printing Co., New York City, N. Y. 


4 


Compartment overlay for Production and Marketing Co., 
Newton, Conn., by Duraplastics Inc., Bridgeport, Conn. 


Celanese Corporation of America, Plastics Division, Dept. 173-! 
290 Ferry Street, Newark 5, N. J. 


Send me vacuum and pressure forming information. 
[J | am interested in packaging 


type of product). 
| am interested in formed displays. 


| am interested in forming machinery. 
NAME 


TITLE 


COMPANY NAME 


ADDRESS 


Sometimes (like the turtle) 


an agency makes progress 


only when It sticks 


its neck out 


YOUNG & RUBICAM, INC. 


ADVERTISING 


New York « Chicago « Detroit « San Francisco « Los Angeles « Hollywood 


Montreal « Toronto « Mexico City « San Juan « London 
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JENO F. PAULUCCI, founder and president, Chun King, happily poses for an Air Express testimonial advertisement. 


{n the past few weeks, Chun King 
Now 1 out of 5 Persons Sales, Inc., Duluth, has purchased a 
new plant, launched four dealer and 
: : consumer premium promotions, added 
Eats Asian-American Foods key executive personnel, established a 
new division, doubled the size of its 
: advertising program and introduced a 

The ratio was one out of 15 when Chun King began to pack = ""*w Product. 
That was the summer slack season 
chow mein in Scandinavian Duluth, Minn., less than 10 Chun King, with sales in 48 states 


is looking forward to an even busier 


years ago. Today the firm sells an estimated 50% of a fall. 


Probably the most recent key move 
vastly expanded market. One reason: year-round push. 


was the marketing of a new product, 
frozen shrimp chow mein. 
In most leagues that wouldn’t be 


An interview with HARVEY C. RAMSEY earth-shattering news. Io Chun King 


the event was important for several 
Vice-President in Charge of Sales, Chun King Sales, Inc. reasons. ... 
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great name in glass 


CReex your automobile .windshield—chances are you'll find 
"L-O-Fgit the cornet, since“ tibbey-Owens:Ford is the world’s 
largest manufacturer of laminated safety plate glass. 

ti ey Owens: Ford is another reason why Toledo has gained 
wo —and afiether reason why the WSPD area is listed 
as a billion dollar market. E 

You can effectively cover this 16 county market with your 
sales message with WSPD—for 35 years the voice of North- 
western Ohio. 

yur i. SN sid 
~~ — TELEVISION 


TOLEDO, OHIO 


Represented Nationally 
by KATZ 


and they should be buying 52 weeks. 


. . . It supports the theory that a 


It exemplified the company 


er that when you have the product to 
philosophy that a rapidly expanding 


push and when you advertise (CK 


company must produce, bring out and 
sell new products, from time to time, 
as part of the lifeblood of the com- 
pany’s operations. 

. . . It was another step in the com- 
pany’s periodic campaign to increase 
sales during what is normally a slack 
summer period, on the theory that 
people have to live 52 weeks a year, 


new product is a means of meeting 
increasing production costs. 

... The philosophy that producing 
and selling new products at correctly 
timed intervals is that of Harvey C. 
Ramsey, CK vice-president in charge 
of sales, who made his own way up 
the sales ladder. 

It is Ramsey’s demonstrated theory 


has twice the volume of all the rest 
of the packers in this field), utilize 
continuous promotions and keep re- 
tailers busy and making profits, 
you're going to have no sales prob- 
lems. 

Those theories were followed last 
year by Chun King—and sales were 


>? 


up a fat 33 1/3%. 


Italian-American Into American-Oriental 


How’s this for a switch: Jeno F. Paulucci, 38-year- 
old son of an immigrant family from Italy has 
become one of the kingpins in the American-Oriental 
food field! Paulucci is president of Chun King which 
he founded in 1947, before he was 30. He borrowed 
$2,500, rented a building in Grand Rapids, Minn., 
hired 20 workers and went into the business of 
growing and packing bean sprouts. 

Today he has a nine-acre plant with a production 
capacity of 250,000 units a day, 500 employes working 
two shifts, making 20 different items. The only 
unionized plant in the industry, Jeno has an annuai 
pay roll of over $1,500,000. 


Paulucci—who neither smokes nor drinks—was 
born in Aurora, Minn., a long way from his family’s 
native land. During the Depression the Pauluccis 
were hard hit. Jeno and his mother started a little 
corner grocery in Hibbing, Minn. (His mother stil! 
operates it.) He worked in the store until dreams of 
law interfered. But after a year and a half at Hibbing 
Junior College necessity got him back in the grocery 
business. After World War Ii, while selling packaged 
dehydrated garlic, he heard more and more about 
the popularity of bean sprouts. That was the begin- 
ning of Chun King—and Jeno Paulucci’s success 
story. 


SALES MANAGEMENT 


° ° ° e E ° } ° I ° ° ° La 
é é 


rr) 


*THE RUNAWAY NO. 1 DAILy NEWSPAPER IN CINCINNATI Is NOW THE 
CINCINNATI ENQUIRER. No. 1 in City Zone Circulation 
No. 1 in Retail Display linage. No. 1 in just about you- 


name-it (including Total Advertising, Total Display, 


Automotive Display) . 
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Solid Cincinnati reads the CIN stein: & Silane eae: Meal che Mase Sunday Mageeian Neve 
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Omaha World-Herald 


253,647 Daily 264,886 Sunday 
Publisher's Statement for March 31, 1956 
O'Mara & Ormsbee, National Representatives 


New York ® Chicago ® Detroit © Los Angeles 
an Francisco 


Rockford, Illinois is a market you would 
do well to remember. It is the center of a 
rich 13 county trading area . .. not only 
famous for agriculture but as the 2nd larg- 
est machine tool center in the world. It is 
13th in the US in Postal Savings. Work is 
underway on two new multi-million dollar 
factory buildings, and several extensive 
new shopping areas. The Rockford Morn- 
ing Star and Rockford Register-Republic 
give superior coverage in Rockford and 
surrounding area. Write for free Market 
Data book on Remarkable Rockford. 


or in 
qua eng 


. Or, 131,123 A.B.¢. CITY ZONE 
py 
ROC KEO RD 
ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED MATIONALLY BY OCURKE, KUIPERS & MAHOMET, Bec. 


BEST TEST CITY IN THE MID-WEST 


441,222 A.B.C. RETAIL TRADING ZONE 


The contention that it is nonsense 
to let sales slip during any time of the 
year is an old one to dynamic 38-year 
old Jeno F. Paulucci, president, Chun 
King Sales. 

‘The company is sponsoring a 15- 
minute Arthur Godfrey Time seg- 
ment over 200 CBS radio stations for 
52 straight weeks through next June. 
It’s Paulucci’s way of showing that 
people eat every week of the year— 
and it extends to advertising support. 
The time was bought—July 5—dur- 
ing the so-called summer slack season. 

Paulucci made his point in June, 
July and August 1955, a summer pe- 
riod when Chun King sales normally 
would have been off 30% to 35%. 
By promoting recipes calling for 
American-Oriental foods and such 
things down to new Cantoneasy 
salads—which of course Chun King 
produced—the company saw its sales 
volume during the normally low three 
months dip only 15% to 20% below 
the other months. Paulucci estimated 
an even better record this year. 

Last December, when business 
should have been off 30% because 
retailers were reducing inventories 
preparatory to January tax inven- 
tories, another campaign was run. 
Housewives were convinced that 
Chun King’s products were an an- 
swer to the challenge of meal-getting 
during busy holiday preparations. The 
normal loss again was halved or bet- 
ter; further inroads on the problem 
are expected this year. 


Expands to Compete 


The idea of constantly expanding 
and increasing production to meet in- 
creasing costs is a general one in the 
Chun King top level. It is expressed 
by Paulucci: 

“The only way we know of meet- 
ing constantly mounting costs of 
freight, pay rolls and such things as 
containers, raw materials of all kinds 
as well as plant equipment and facili- 
ties, is by stepping up production and 
sales to take advantage of economics 
all along the line. 

“We are betting on highly specia- 
lized, high speed, large mass produc- 
tion 4nd volume, and the:sales that 
must go with them.” 

Other recent company moves: 

Purchase of a new plant (with 
94,000 square feet of floor space) in 
Jackson, Ohio, that will immediately 
aid in storage and shipping. The 11- 
acre Ohio site eventually will be a 
factor in the production of Chun 
King products. 

Establishment of a new _ institu- 
tional food sales division with Jo- 
seph Fiorani as sales and advertising 
manager. 
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A record $2 million advertising 
budget for 1956-57, by far the largest 
in this specialty food field. This 
doubles last year’s ad outlay. 

Special promotions which involved 
offering a premium to stores, a $600 
battery-driven junior Firebird truck, 
a consumer premium of bamboo table 
mats and an offer of nylon hose. 

Despite such activity over a brief 
period of time, Chun King is a sharp 
company with details. Let’s go back 
to the shrimp chow mein. : 

After the new product had been 
chosen and thoroughly tested in the 
production lines and the company’s 
laboratories, the packaging, promo- 
tion and sales approaches were out- 
lined. 

Then Chun King went into Chi- 
cago, Detroit and Minneapolis to try 
out. the new product on Mrs. Con- 
sumer, whom the company considers 
the supreme judge of all its products. 


Sample Plus Query 


As housewives purchased any items 
of American-Oriental food they were 
given samples of the new shrimp prod- 
uct with the request that they fill out 
a questionnaire indicating their re- 
sponse and suggestions for improve- 
ments. 

The questionnaires were not neces- 
sarily to be signed, but most of the 
housewives did sign them. And they 
gave frank opinions. The response was 
the best the company had received for 
any of the products it had introduced. 

Then market tests were conducted 
in Chicago and Detroit. The reports 
were so conclusive that Chun King 
knew it had another winner even be- 
fore the new product was put on the 
shelves in quantity. 

That is a typical operation by Chun 
King. Eventually the new product 
will have behind it the widespread 
advertising and thorough promotion 
that have gone into all its products. 

The firm is particularly proud of 
the advertising program which is 
being launched for its canned and 
frozen lines. 

As Sales Vice-President Ramsey 
puts it: . 

“Jeno Paulucci recognizes that 
despite our rapid sales growth, we 
must increase the market for Ameri- 
can-Oriental foods and step up the 
frequency of use by those already in- 
troduced to the food. 

“Chun King is ready to provide the 
leadership—and advertising dollars— 
to spur this basic selling job.” 

This educational campaign includes 
eight full-page, four-color insertions 
in Reader’s Digest, the week-after- 
week personal selling by Godfrey on 
radio, monthly full-page color advex- 
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BUFFALO’S DOWNTOWN / 
DEPARTMENT 
STORES CAN’T BE 


In vying for their share of Buffalo’s 
$839,216,000 annual retail sales . . . 
and in inviting shoppers into the city 
from surrounding territories . . . down- 
town department stores place 53% 
of their advertising lineage in the 
Courier-Express. 

You, too, can profitably use the 
proven power of the Courier-Express 
in selling both men and women. Use 
it daily to get more advertising for 
your dollar concentrated on _ those 
with more dollars to spend among 
the 474,700 families in Western New 
York’s 8 counties. Use the Sunday 
Courier-Express for maximum cover- 
age. It’s the state’s largest newspaper 
outside of Manhattan. 


ROP COLOR available daily 
and Sunday. 


surFALO CQURIER-EXPRESS 


Representatives: SCOLARO. MEEKER & SCOTT = Pacific Coast: DOYLE & HAWLEY 


If you sell through industrial distributors, remember 
this:the more your distributor salesmen $255 know 

Vy, its policies (O) and ifs products, 
the more time €)) they are going to spend selling 
your products to industrial buyers, the more 


Industrial Distribution or 
largest audience (@®) of industrial distributor 
salesmen ever assembled. Keep your distributor 
salesmen selling your products by advertising in 


each ot the 13 issues BODECASAE heh 
tte lant cs cng 


tisements in This Week Swiday sup- 
plement, similar ads in 19 newspa- 
pers in key markets, and a schedule 
in Good Housekeeping. 

J. Walter Thompson Co., Chicago, 
advertising agency for Chun King, es- 
timates the planned program will give 
the company “circulation coverage” 
of over 250,000,000 messages from 
the combined media. 

“As a leader in the industry,” notes 
Ramsey, “we feel it’s up to us to help 
educate and sell the more than 60% 
of the people who have not yet been 
introduced to American-Oriental 
foods. 

“With our distribution and sales 
effort, we feel Chun King will re- 
ceive an adequate share of the result- 
ing business.” 

Promotions on all levels—broker, 
retail, consumer—are 
aid, 

One of Chun King’s most effective 
dealer promotions was a scale model 
of a truck from Chun King’s own 
Orient Express, a fleet of trucks the 
company maintains for high-speed de- 
liveries to public warehouses in 70 
cities to supplement rail deliveries. 

Some time back the company gave 
away more than 100 Studebaker auto- 
mobiles to dealers who purchased 
truck-load deals on four items which 
kept the retailers moving Oriental- 
American foods as they never had be- 
tore. 

The company is less than 10 years 
old. It was organized in May 1947 
by Paulucci. Its first base of oper- 
ation was a Quonset hut in Grand 
Rapids, Minn., where it had a staff 
of 20 employes and one product— 
canned chow mein. 

Since the day of its organization, 
Chun King Sales—and its sales 
have expanded. 

In less than a year, the company 
moved to larger quarters in Duluth. 
It was forced to move again in 1951 
because of greatly increased sales and 
it took over the largest and best 
equipped plant in the entire Ameri- 
can-Oriental food industry with more 
than 2,000,000 cubic feet of produc- 
tion and storage space and over 500 
employes and 10 canning lines. 

The company thought it was fixed 
to meet demands in the forseeable 
future, but currently it is moving 
part of its production line back into 
the plant it first occupied in Duluth. 
Its “home” plant, in West Duluth, 
had become too small. And Jackson, 
Ohio, will have a place in Chun 
King’s future. 

Selection of the Jackson site was 
based on a number of factors. The 
building itself met the needs of the 
company. The location had the com- 


a favorite sales 
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bined advantage of being midway be- 
tween Duluth and other major 
sources of food ingredients (such as 
Florida), and South Central Ohio is 
near the population center of the 
country with developed farm areas 
nearby. 

In addition to the Orient Express 
trucking facilities, Paulucci had been 
busy on related fronts. 

By establishing Wilderness Valley 
Farm north of Duluth in almost 
forgotten bog country, he has been 
able to produce annually millions of 
pounds of celery and other vegetables, 
and added northern Minnesota to the 
sources of farm produce for the na- 
tion. 

Northland Foods, designed for 
marketing non-Oriental foods such 
as pie fillings, is another Paulucci- 
organized unit. 


Now 20 Products 


These activities further exemplify 
the company philosophy: A rapidly 
expanding company must produce, 
bring out and sell new products from 
time to time, as part of the lifeblood 
of a company’s operations. 
King now packages more than 20 
products sold throughout the United 
States. 

They include chicken chow mein, 
beef chop suey, chow mein noodles, 
subgum chicken mushroom chow 
mein, chicken chow mein dinner, 
vegetable chow mein dinner, meat- 
less chow mein with mushrooms, chi- 
nese vegetables with meat, brown 
sauce, soya sauce, chop suey vege- 
tables with water chestnuts, rice, bean 
sprouts, bamboo shoots. 

The Chun King frozen food line 
includes chow mein in the chicken, 
beef and meatless varieties, and egg 
rolls, also Cantonese dinner of egg 
roils, rice and chicken almond chop 
suey. 

Promotional and advertising ef- 
forts were similar for each of the 
items, varying somewhat according to 
geographical areas and scope of the 
campaign. 

When the company entered the 
frozen food field three years ago with 
chow mein packed in a tripartite “di- 
vider pack” which revolutionized the 
American-Oriental foods industry 
and broke Chun King’s sales records 
for new products, Food Editor Clem- 
entine Paddleford publicized Paulucci 
as the “Alger boy of Duluth.” 

The company credits the Divider- 
Pak (two containers taped together) 
with breaking the log jam of resist- 
ance to store-bought American-Ori- 
ental food. Meat and sauce are cooked 
separately—and longer. 


Chun > 


Vegetables are cooked individually, 
then combined into one can. To- 
gether, the divider-pak may be pre- 
pared quickly, and the maximum 
Oriental flavor is achieved without 
over-soft vegetables. 

The three-compartment aluminum 
tray in the frozen food unit comes 
in a compact cardboard package which 
resists mishandling. A bright foil 
wrapper, with an excellent picture on 
the top, invites purchases and keeps 
out moisture. 

One of the best business-getters for 
the company has been the Menu- 
Magic Bazaar, a “show place’ for 
the various Chun King items brought 
under one canopy in the store. It is a 
unit of bamboo construction fea- 
turing oriental artwork, bamboo and 
lanterns. The entire unit is ma- 
neuverable. 

The canopy, placed above the re- 
tailer’s shelves, is given to the dealer 
free. It is effective in combatting the 
previous objection of the housewife 
that she had to go to a half a dozen 
store departments to get the ingredi- 
ents together for an oriental meal. 
The company has prepared a film to 
tell about the value of the bazaar 
to retailers. 

Chun King distributes through an 
organization of brokers numbering 
about 70. Warehouse space is rented 
in strategic locations around the 
country. Deliveries—on sales initiated 
by the brokers—are sometimes made 
directly to key warehousing units of 
stores. 

The company has seven divisional 
sales managers; sales divisions are di- 
vided into eastern and western zones. 

Now sales are mounting steadily 
in the East, West, and even in the 
Midwest, supporting the company 
contention that if the proper sales 
methods are used, you can teach a 
Kansas farmer brought up on meat 
and potatoes to eat American-Oriental 
foods. The company concedes, inci- 
dentally, that while that theory was 
being developed, the Kansas farmer 
had taken to wandering around the 
country and had learned to like 
things other than meat and potatoes. 

When Chun King entered the na 
tional market, the company estimates, 
one out of 15 persons regularly pur- 
chased American-Oriental foods. 

Today the company believes that 
ratio has been cut to one out of five 
persons, and it is working on the 
other four. 

Chun King believes it now has half 
of the national sales of about $25 
million with seven national or re- 
gional packers and numerous local 


operators dividing the other half. 
The End 
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If you’ve ever worked a good tape recorder, 
you know what magnetic recording is. With 
the new Kodascope Pageant Sound Projec- 
tor, Magnetic Optical, you can put sound 
right on your movie film, old or new, sound 
or silent. 


The uses are endless 

You can make inexpensive training films, 
explaining each job in detail. You can docu- 
ment engineering projects, without the ex- 
pense of special titles. You can record a 
foreign language translation on the same 
print that has your permanent English opti- 
cal sound track. 

Your executives can speak personally to 
branch office people. Technical experts can 
describe processes, materials, and new prod- 
ucts as part of valuable visual presentations 
You can make special films for fund-raising 
drives and other limited showings—without 
the expense of optical sound! 


Convert “‘silent’’ movies to sound 
You can have a magnetic track applied to 
old “silent” films, and turn them into inter- 


MEE ONES 
Kodak Sonotrack Coating, full width 


Magnetic and Optical 


Tracks together 


“Silent” Film, with quarter 
width Magnetic Track added 


For about 2'2¢ per foot you can have a lab put a magnetic 
sound track on any silent or sound 16mm movie film. Then 
you record voice, music, and other sounds at will, using the 
new magnetic-optical Kodascope Pageant 16mm Sound Pro- 
jector. And you have a projector for all 16mm films—silent 
and optical, or magnetic sound. 


Look what you can do... 
with this NEW magnetic sound projector 


esting “talkies.” You can mix music and 
voice in controlled combination. You can 
erase, alter, and re-use your magnetic track, 
just as you would a tape recording. 


Pageant gives you these features 
Recording is a pleasure with this magnetic 
projector. Your magnetic sound is applied 
and picked up with great precision and 
fidelity. Optical sound is equally fine. 

Built-in mixer. You mix music and voice 
smoothly, with the unique built-in mixer. 
Record music and sound together—or record 
music first, then record your voice over it. 

Combine optical and magnetic sound on 
the same film. Half width magnetic track can 
share sound track space with an optical 
track. Use the optical track as a permanent 
narrative. Change the magnetic track at will, 
for showings to special or foreign language 
groups. 

You have a key to lock the magnetic 
erasing and recording mechanism so there’s 
no chance of accidental erasure. 

You get a microphone as part of your pro- 
jector kit. You can record wherever you set 


up the projector. An all-purpose cord with 
clip leads lets you connect any phonograph 
or other amplifier sound source to the phono 
input. 

These are just a few of the Kodascope 
magnetic-optical audio features. Mechani- 
cally, this projector is of the same design 
as the Kodascope Pageant, already accepted 
as among the finest in the audio-visual field. 
Easy to set up, simple to operate, a built-in 
base plate check list makes it largely self- 
instructional. 


For your present and future 

film programming 

Magnetic sound is being accepted so widely 
that it’s smart to protect yourself by invest- 
ing once in a good projector that handles 
both kinds of sound, plus silent, films. That’s 
why your Pageant magnetic-optical pro- 
jector is such a wise investment. 

See the Kodascope Pageant Sound Pro- 
jector, Magnetic Optical, at your Kodak 
Audio-Visual dealer’s. Or write for our new 
Bulletin V-3-44 which describes the many 
advantages of this magnificent machine 


CINE-KODAK K-100 TURRET CAMERA 


As shooting partner for your Pageant Projector, you can do no better than the 
K-100. With full complement of Kodak Cine-Ektar Lenses to give you profes- 
sional pictorial control, you're ready for any subject. Shoot training films, 
sales movies, product lectures, then add your sound optically or magneti- 
cally, or both. 


You'll like the simplified 16mm roll-film loading, ultra-long-running motor, 
full speed range, interchangeable telescopic finders, and other K-100 features. 
The Cine-Kodak K-100 Turret Camera is unexcelled in its price range. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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Sales Chief Saw Need for 
“Something Spectacular” 


So Union Carbide's silicones sales manager turned his sales 
force loose on a plan to use advertising as a powerful tool 
for industrial selling. His reason: a leader must lead. 


One way for a sales executive to 
dramatize the power of advertising 
is to have his salesmen sell advertis- 
ing space in publications. That is what 
L. J. Sinnott, sales manager, Sili- 
cones Division, Union Carbide and 
Carbon Corp., has just done. 

Sinnott’s entire sales force talked 
circulation, market coverage, adver- 
tising value—and carried space con- 
tracts, from June 1 through July 1. 
Result: They sold 78 advertisements, 
the equivalent of 20 pages of space, 
to 76 of Union Carbide’s formulators 
(a technical name for independent 
manufacturers-distributors who use 
Union Carbide silicones in their own 
masonry water repellents). 

These 20 pages, combined with 12 
more pages supplied by Silicones Di- 
vision itself, are now in the September 
issues of Architectural Record, and 
Masonry Building. Union Carbide 
Says its spectacular insert is the largest 
single advertisement ever used in the 
building products field. 

The 32-page insert advertisement 
order by Sinnott came as a result of 
a study in which he concluded: 
“Something spectacular was needed 


to stimulate action on the part of 
architects in specifying masonry wa- 
ter repellents, on the part of supply 
dealers to stock and promote them, 
and on the part of contractors to 
use them. We wanted to broaden the 
market and help our own formula- 
tors.” 

Since mid-1954 when promotion of 
silicone masonry water repellents 
started, there has been a steady growth 
in sales. Nevertheless, in view of the 
tremendous potential which Union 
Carbide foresaw, much greater growth 
should have been realized. In this year 
and a half, Union Carbide carried 
the bulk of the promotional job. That 
it has been successful to some extent 
is proved by sales. 

Union Carbide accepted the chal- 
lenge of the market potential be- 
cause, says Sinnott, “‘a leader in any 
field knows that his promotion must 
help his competitors as well, but the 
upward slope of his own sales curve 
should be the greatest.” 

The steady but non-spectacular 
growth of silicone sales resulted in 
creation by Union Carbide in Jan- 
uary 1956 of its Silicones Division 


(tormerly the Silicones Department 
of Linde Air Products Co., also a 
division of Union Carbide and Car- 
bon) and the opening of a new $14 
million plant in Long Reach, W. Va. 

The study undertaken by Union 
Carbide’s advertising agency, J. M. 
Mathes, Inc., uncovered these facts: 

1. Although architects, builders 
and waterproofing contractors were 
aware of Union Carbide’s advertising 
of silicones, they generally had no 
idea which masonry water repellents 
were made with Union Carbide sili- 
cones or where to buy them. It was 
also thought likely that Union Car- 
bide advertising was helping its com- 
petitors almost as much as itself. 

2. Union Carbide was not effec 
tively helping its formulators reach 
their full sales potential. 

The strategy to correct these two 
defects in the sales plan involvéd as- 
sociation of Union Carbide with its 
formulators and their products in the 
minds of those who specify and use 
the end products. 

So Silicones Division agreed to buy 
an indeterminate number of pages in 
Architectural Record, and Masonry 
Building, reserving for its own use 
adequate space to present a detailed 
story on the advantages of silicones. 
The division also offered to sell pages 
in the multi-page insert to its formu 
lators to tell their own product story, 
and at the rate which Union Carbide 
earned by its large-scale purchase from 
the publications. 

Sinnott equipped his salesmen with 
a dummy of the proposed insert ad- 
vertisement. The salesmen were also 
given space order forms and layouts 
with suggested copy for the various 
size units of space. Union Carbide 


He Knows Silicones 


L. J. Sinnott (called Bud: no one seems to know his first name, 
which he maintains is his own business) is a Shaker Heights—Cleve- 
land, O.—product who graduated from his home town’s Case Institute 
of Technology, class of '42, with a B.S. in chemical engineering. 


That year he went to work for Linde Air Products Co., a Division of 
Union Carbide and Carbon Corp. His first job: development engineer, 


attached to the Newark, N.J., plant. 


His rise began when he was promoted to district sales manager in 
Denver, Colo. Then he was transferred to Seattle, Wash., in the same 
capacity. In '51 he was brought to Linde’s general offices in New York. 
He was liaison between research and general management. In ’53 he 
became sales manager, Silicones Department of Linde. And when the 
department became, on January 1 of this year, the Silicones Division, 


he continued with the job. 


L. J. SINNOTT 
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urged that formulators in their copy 
identify their territories at the top of 
each of their advertisements. This was 
done because both publications have 
national circulation and _ Sinnott 
wanted to make sure that those 
formulators, who operate locally, 
would have their ads brought in- 
stantly to the attention of the archi- 
tects and contractors in their terri- 
tories. 

The basic silicones current sales 
story is told in space purchased by 
Union Carbide. This means that each 
formulator needed only to establish 
in his advertisement his territorial 
identification, name and _ superiority 
of his product and service, and where 
his product can be bought. 

Union Carbide paid all production 
costs, in addition to giving formula- 
tors their space at the rate paid by 
Union Carbide itself. Sinnott sought 
participation from each formulator so 
that the promotion would have maxi- 
mum impact. 


On Equal Terms 


The Silicones Division salesmen 
filled in a form giving the gist of their 
contact with each formulator, whether 
or not he bought space in the insert. 
The deal was made available on equal 
terms to everyone. 

The Union Carbide ad became big, 
not as a result of an arbitrary deci- 
sion on the part of sales management 
to be big, but as a natural outgrowth 
of a big merchandising idea con- 
ceived in research, nurtured by strong 
sales and advertising cooperation. 

Sinnott and his salesmen offered 
these benefits to formulators: 

1. Low cost for two-color adver- 
tising. Silicones Division passed on to 
formulators the low black-and-white 
rates resulting from its large pur- 
chase of space in the form of a fur- 
nished multi-page advertisement. 

2. Extra publicity resulting from 
the news value of a record-size ad- 
vertisement and unusual manner of its 
preparation. 

3. Complete copy, art and produc- 
tion services at no extra charge. 

4. The unique opportunity of being 
able to present their products and 
stories to the important people who 
specify and buy silicone masonry wa- 
ter repellents. 

5. Extra copies supplied free of 
charge for use with their own cus- 
tomers. 

6. “Merchandising” mailings at no 
extra cost by Union Carbide to archi- 
tects, engineers and builders. 

7. Most important, the effective 
linking of their own products with the 
strongly advertised and widely ac- 
cepted Union Carbide silicones. 

The End 
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Tube Turns 
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Scovill Brass 
American Brass 


industrial Ratio Map of U.S.A. 
Shows area of each state in exact 
ratio to the value of its industry 

. P. A. covers the “Heart'’ ex 
clusively. 


lf you sell to us Purchasing Agents 
in the Rich Industrial Midwest, 
You're IN with M. P. A. ! 


I'm a P, A., and I know what happens. If you 
sell to industry, our 100-billion-dollar ‘Heart of 
industrial America” is your prime market. It's 
the world's richest concentration of industrial 
purchasing power. We are the fellows who do 
the buying! 


M.P.A. is our official organ, and our +1 choice 
among trade journals. It's “must” reading for 
all members of our Midwest P.A. Associations. 
It's editorially directed to us at our local level— 
reports news and event calendars of our Asso- 
ciations, carries helpful features for us P.A.'s 
exclusively. Hundreds of successful advertisers 
have proven the value of the one publication 
that gets closer to the buyer. Get into the next 


Nat'l Screw 
Torrington 
Standard Oil 
ities Service 
American Box 
Robt. Gair 
Ohio Injector 
Ockite 


encer Write for 
Roster Issue 
(Containin 
P. A. List 
on your 
letterhead 


6th Floor, Penton Bidg. 
Cleveland 13, Ohio 
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THE OLD: To be kind, it was “somewhat antiquated.” 


A Rocket-Speed Start For 
Blitz’ Second Hundred Years 


This venerable Oregon brewery wanted a "bright new 


look""—and got it through a soup-to-nuts redesign pro- 
gram. The "look"’ begins with the label, echoes down 
through distribution. Immediate sales results: spectacular. 


The Blitz-Weinhard Brewery, 
Portland, Ore., may be a hundred 
years old, but the management has 
young ideas. 

Just about everything having to do 
with the Blitz business, from caps to 
the giant spectacular on the roof at 
headquarters, and including every 
visual element that could have an im- 
pact on the trade and consumers, has 
been redesigned. 

The redesigned program set off an 
intensive sales and promotional cam 
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paign throughout the Pacific North- 
west which made headline news in 
the competitive brewery industry. 
There were many cases of 100% to 
200% sales increases in stores and 
taverns in the basic marketing area. 
New top quality outlets were opened. 
New markets were entered 
“spectacular” results. Gains on all 
fronts continue to build up. 

The program, adopted under the 
active leadership of Board Chairman 
Henry W. Wessinger and President 


THE NEW: Contemporary in appear- 
ance, yet retaining the feel of tradi- 
tion . . . and designed with young 
people and women in mind. 


with , 


figs Refrebhin. 
Cree ee . 


J. M. Rothchild, aimed at a “bright 
new look’ with which to start the 
brewery’s second century, 

It was the outgrowth of a “blue- 
print for the future growth of Blitz- 
Weinhard,” to quote Fred Wessinger, 
vice-president of the firm, involving 
the collaboration of Jack Sugg, Cole 
and Weber account executive for the 
brewery; C. P. Mobley, the brewery’s 
advertising and public relations man- 
ager, and Lou Harris, in charge of 
retailer and consumer research con- 
ducted by Elmo Roper and Associates, 
together with Walter Landor and 
Associates, industrial designers. 

“A Bright New Look for Our 
Second Half Century” was seen as 
the answer to competitive problems 
confronting all companies today and 
perhaps more intense for a regional 
firm in the brewing industry. Such a 
firm is faced with stronger competi- 
tion from all sides, including invasion 
of West Coast markets by eastern 
brands of beer with high-powered 
promotion campaigns. The manage- 
ment of Blitz-Weinhard saw no rea- 
son why it could not avail itself of the 
tools so effectively used by its national 
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ompetitors and perhaps do an even 
more thorough job of it in its own 
market. 

Just how well and completely it 
has done this may be judged by the 
scope of the restyling program (see 
box page 81) and the boldness of its 
integration with the selling effort. 

A week-long training session im 
pressed on the sales force the import 
of the integrated restyling and re- 
vitalization program. This included 
a full-dress, full-screen presentation, 
and discussions of the development of 
the new label which was the basis 
of the program. There was detailed 
exploration of the testing before final 
design selection. One of the facts 
brought out was that the design, given 
a 72% first place by consumers—and 
subsequently chosen—was not the de- 
sign originally selected by company 
officials. 

The opening sales presentation to 
grocers was a 25-color slide affair 
made for a portable slide viewer, 
which told the Blitz-Weinhard story 
and urged that the dealer “Feature 
Blitz in ’56.” 

Actual sales points were then cov 
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QUARTS | 


SHIPPING CASES provide easy identification for warehousemen and 
store salespeople by indicating difference in bottle sizes on ali four sides 
of the case. 


A “FIRST” in beer merchandising: use of food tie-up illustrations on 
the six-pack carriers. Items chosen were Pacific Northwest regional 
products such as Tillamook cheese and Dungeness crab... other beer 
“go with’s” such as ham. 


FOUR-PACK FOR CANS, when stacked, has high-power display value, 
trademark is visible from long distance. Trademark was reproportioned 
for use on this carton to accent the size of the half-quart cans the carton 
contains. 


Sure Cure... 


or 


What Ails 


‘Your Sales 


Diagnosis of physical ills? 
Call in a specialist! 

Same with merchandising 
problems. WE’RE specialists 
in selling your product 
WHERE IT COUNTS: at the 
point of sale. 


Diagnosis... research and anal- 
ysis of your product and re- 
quirements. 


Prescription...inspired design 
and economical fabrication. 


Cure... prompt, carefully engi- 
neered shipment, for intact 
arrival and easy setup. 


You, too, can benefit 
from our profit-proved 
MIRACLE MEDICINE 
for ailing sales... 


write today for 
x informative literature! 


display 
sales 


1637 GEST STREET 
CINCINNATI 4, OHIO 


| salesman effort 


| almost 


ered with the aid of a punched-card 
order form which was signed by the 
storekeeper at the completion of the 
interview, This committed him to 
specific displays and stocking of addi- 
tional packages as well as other forms 


of merchandising cooperation. 


During the first week of the sales 
effort, salesmen called in to report 
each night; daily report sheets were 


| filed throughout the first month. All 
| sales efforts were given point values 
| in the plant “Band Wagon Sales Con- 


test,” with additional points for out- 
standing performance. 

Response of the trade to the driver- 
was “remarkable.” 
For example, one new package place- 


ment per call was averaged, even in 


the basic marketing area; there was 
85% placement of displays, 
improvement of shelf position, or 


| added space in coolers in virtually 


every store. 

Displays included a 100-case “‘Cen- 
tennial” stack, “Little Centennials’’ 
(100 six-packs) and smaller displays 
of six or seven cases. All of them were 
larger than usual in Oregon outlets. 

One big surprise for the brewery 
management: 100-case displays in 
some taverns. Special “bright new 
look” back-bar displays were featured 
in many taverns. 

All order cards for promotion ma 
terials were acknowledged by the 
brewery, not in a cursory way but 
with expressions of gratitude. This 


| courtesy represents a “first” for the 


brewing industry and proved an effec- 
tive good-will builder. 

Some answers to “what happened” : 
There was an appreciable increase in 
top quality outlets where the braid 
had been weak. This gain is attrib- 


| uted to the new packaging and at- 


tendant promotion of the 100th anni- 
versary “‘new look.” 

There were some striking results 
in new markets entered for the first 
time during the introduction of the 
new label (Spokane, the Idaho Pan- 
handle, for example). Here the Blitz 
brand jumped out of the minor brand 
status and was heavily stocked in the 
majority of outlets almost overnight. 

The power of packaging was dra- 


| matically demonstrated by the rapid 


acceleration of sales in off-premise 
(grocery) outlets. Sales were consid- 
erably slower in taverns where the 
package was not displayed on the self- 
service shelf or in coolers. Explana- 
tion comes from Cork Mobley, brew- 
ery advertising manager: “There is 
no question that the label presold the 
quality of the product. There was a 
wave of this-tastes-better comment,” 
he says, “although no change was 
made in the beer itself.” 

Here are some top chain manage- 


OREGON STATE REGULATIONS 
governing promotion of alcoholic bev- 
erages limit the size of P-o-P pieces 
to 500 square inches per piece. This 
display shows how Blitz kept on the 
sunny side of the law, yet provided a 
mass display which is in keeping with 
the size of today’s super markets. The 
rocket is of tubular aluminum; the 
shiny metal picks up this metallic 
sheen of the label’s brilliant colors. 
Many of these displays “stayed up for 
weeks.” (This photograph made in 
Columbia Markets, Portland, Ore.) 


ment comments: ‘Personally feel it 
(Blitz) is the best beer label in the 
store. We know that the new packag- 
ing was a very big factor in this come- 
back for Blitz’ (An _ independent 
super market manager). “Almost a 
runaway sales increase for Blitz in 
our store, making it now the leading 
brand” (A major super market man- 
ager). Another: “Blitz-Weinhard is 
very much alive our leading 
brand in sales increases, We attribute 
a great deal of this to the clean, ap- 
petizing appearance of the product in 
its new label.” 

The peak of the anniversary pro- 
gram, signaled by the introduction of 
the new label, ran for 30 days and 
nights between April 16 and May 16 
and covered nearly all of the Pacific 
Northwest. There has been a steady 
increase in sales since that time. July 
1956, for example, showed a 25% 
jump in volume over July 1955. 

The End 


About Blitz-Weinhard 


The company was founded at 
Fort Vancouver in 1856 by Henry 
Weinhard, who brought with him 
from his native Germany brewing 
skills which he applied to produc- 
tion of a beer for American tastes. 

In 1928 the firm merged with the 
Portland Brewery. Arnold Blitz, 
Sr., became president, and the firm 
name was changed to Blitz-Wein- 
hard Co. Family management has 
been carried on by the sons, grand- 
sons and great-grandsons. 
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Scope of Re-Styling 


Crowns 
Neckbands 
Bottle labels 
Cans 

Can six-packs 
Bottle six-packs 
Shipping cases 
Trucks 
Company cars 
Uniforms 
Semipermanent P-o-P 
Permanent P-o-P 
Window sign 


Plastic wall plaques 

Round animated Ohio sign 
Square animated back-bar sign 
Refrigerator decals 

Shelf-strip 

Hanging mobile 

30 store-to-store motion displays 
Spectacular portable displays 
Cash register sign 

Holder for six-packs on back-bars 
Letterheads 

Business cards 

Business forms 


Color styling inside bottling house 
50’ x 45’ illuminated roof sign 


OUTDOOR ADVERTISING POSTER, shown to a salesman at precampaign sales 


meeting, features label insignia ... alerts shoppers to the “bright new look” 


before they encounter it on shelves in the market. 


DRIVER SALESMEN got new Shirts... 


Blitz men. 
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. from back or front, they’re labeled as 


Stickin’ 
Aroun 


LEEN-STIK 


KLEEN-STIK Points the Way! 


Right this way to the best way of 
pointing sales messages at pros- 
pects! Super-stickin’ KLEEN-STIK 
—champ of pressure-sensitive ad- 
hesives—gets your selling story up, 
to steer your product to bigger 
sales! Follow these examples: 


\ gqeMRBMMMONUBLEM  DUELEM IN gi 
' a 2 x 


"Gum-Pointer” for WRIGLEY 


Here’s a “‘stik-up artist” that points 
the people at the gum! Invisible, 
peel-an’-press FACE-STIK holds 
these small but sales-powered ar- 
rows inside gum vending machines 
for WM. RIGLEY JR. CO., 
Chicago — directing millions of pen- 
nies into the proper slots. The 
Wrigley ad staff designed ’em in all 
flavors, for easy, permanent post- 
ing by the routeman as fills are 
changed. “Sharp” production job 
controlled by AURY DAVY of 
WESTERN ENGRAVING & EM- 
BOSSING, Chicago. 


“CASEY” 
Rides the 
High Wire 


TUNE UP 


IN A CAN 


To pin-point sales excitement in 
auto service outlets, HASTINGS 
MFG. CO., of Hastings, Mich., gets 
top display for CASITE Motor 
Tune-Up with these eye-stopping 
wire-hangers. The giant 21” red ar- 
rows seal themselves over the wire 
with a strip of KLEEN-STIK 
(natch!) on the back for simple but 
lasting installation. A cheer for the 

inted idear to DON COLLINS, 

astings Dir. of Adv. . . . and mark 
3 a winner for LITHO PRESS, 
INC., Indianapolis, for the dandy 
3-color lithography. 


Take a sales pointer from lead- 
ing advertisers .. . and follow the 
KLEEN-STIK trail to new P.O.P. 
effectiveness for your window 
streamers, die-cut signs, shelf edg- 
ers, and what-not. Your regular 
printer or lithographer has a whole 
kit-ful of sample ideas to show you 
—or get your own by writing for our 
free *“‘Idea-of-the-Month”’. 


KLEEN-STIK PRODUCTS, INC: 


7300 West Wilson Avenue * Chicago 31, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 


Why Your Competitors Brainstorm 


Major corporations are pressing their search relentlessly 


for ideas on finding and catering to profitable markets. Set 
forth here are rules to guide any company in brainstorming. 


BY WILLIAM J. TOBIN 


The Chartmarkers, Inc. 


Rarely will you find this combina- 
tion of skills (in chart above of the 
ideal brainstormer ) in one individual. 
You will, however, find it in any in 
telligent group of salesmen, or other 
group, you assemble for braintorm 
ing. Important thing to remember: 
Brainstormers must mix well, respect 
each other’s ideas, be willing to give. 


Idea: Consider selecting participants 
after a quick inventory of job skills, 
educational backgrounds and an eval- 
uation of problem solving. 

Select a group of diverse back- 
grounds. Try for a balance of highly 
active and quiet members. 

Brainstorming is a meeting of 
minds ... in which any salesman, cus- 
tomer or other logical person (per- 
sonnel from other departments, for 
instance) may participate. Object is 
to get ideas from every participant. 
Other features: Any idea is accepta- 
ble, mo destructive criticism is al- 
lowed, participants are urged to let 
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their imaginations roam at will, “free 
wheeling” is encouraged, “blue sky” 
thoughts are welcomed. Problem up 
for brainstorming is revealed at the 
meeting—never before. 

Ten- to 15-minute brainstorming 
sessions have been highly productive. 
Three-hour sessions have been known 
to hold audience interest and produce 
ideas from beginning to end. Jdeal 
length: 40 minutes to one hour with 
a 10-15 minute coffee break. 


Idea: The widely scattered sales 
staff may have a 30-minute telephone 
brainstorming hookup for a relatively 
nominal charge. ‘The telephone com- 
pany will arrange group telephone 
conversations with a minimum of in- 
convenience and expense. Salesmen 
won't lose travel time. 

Brainstorming has been used with 
as few as four people or as many as 
300-400. Technique for the smaller 
group: Use a small conference table 
to permit easy communication, plus 


THE IDEAL BRAINSTORMER 


A. Recognizes a problem a mile off 


Quickly visualizes new relationships 


. Willingly considers a wide variety 
of approaches to all problems 


large number of alternate solutions 


4 B. Piles up an impressively ~ 
/ in a relatively short period of time 


blackboard or other visual aid. For 
the large group: Divide it into smaller 
groups from four to 15 (these are 
called “buzz groups”). Have them 
elect a chairman who, at a stated 
time, reports ideas to the main chair- 


man. 


Idea: Save time and weed out less 
useful ideas with buzz groups like 
this: After each buzz group has pro- 
duced a number of ideas, have all the 
groups select one or more of the bette: 
ideas for consideration. 

You can brainstorm: Salesmen’s 
problems, customer problems, super 
visory problems, personal and even 
psychological problems affecting the 
productiveness of salesmen, any func- 
tion of sales management that needs 
a variety of good sales ideas. 

Maximum benefits will be derived 
if the brainstorming process is divided 
into three distinct phases: 


1. Idea-gathering. The topic of the 
meeting is stated—cutting sales costs 
finding new business, ideas for launch- 
ing a new product. The group is 
asked to make suggestions. Comments 
are permitted, but only to get clarifi- 
cation of the ideas presented by the 
participants. 


2. Idea evaluation. Have a subcom- 
mittee do the evaluation or, for maxi- 
mum participation, have the brain 
storming group do it. 
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Of Metropolitan Detroit’s Business 


© Driginates In Six Key Counties* 


Wayne (Detroit) , Oakland, 
Macomb, Washtenaw, Monroe, Livingston 


Desfoit’ 
Megas. .} 
RUsiness 


Comprise the Detroit Retail Trading Area. 


These six counties, with more than $5 billion 
in retail trade, account for 52% of Michigan’s 
population, 55% of its retail sales. It is here 
that advertisers concerned with “dollar re- 
turns” concentrate their campaigns. In this 
same area 96% of the Detroit News week- 
day circulation is concentrated, with 58,000 
more copies than any other newspaper. On 
Sundays the News circulation superiority rises 
to 116,000. 


These advantages, well known to successful 
media buyers, have given the Detroit News 
overwhelming advertising leadership. In 1955, 
The Detroit News carried more than half of 
all newspaper advertising in this market. The 


other two newspapers divided the balance. 


It pays to concentrate your selling in the six- 
county Detroit area, with The Detroit News. 
No Detroit paper effectively covers the rest 
of Michigan. 


The Detroit News 


THE HOME NEWSPAPER 


Largest Weekday and Sunday Circulation of all 
Michigan Newspapers (ABC 3-31-56) 
Weekday 459,160—Sunday 573,375 


Eastern Office: 110 E. 42nd St., New York 17 @ Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, III. 
Pacific Coast: 785 Market Street, San Francisco, Calif. e Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Avoid These Pitfalls 
When You Brainstorm Your Problems 


1. Presentation techniques. The temptation is to picture brain- 
storming as a cure-all, to introduce it with all the fanfare of a 
medicine show. Resist the temptation. It only creates distrust, sus- 
picion and antagonism. 


2. Egocentric involvement. That’s the psychologist’s term for the 
participant who becomes infatuated with one of his own ideas. He 
may even go so far as to consider it the only logical solution to a 
problem and insist that your meeting be ended on this note. Help to 
forestall this by explaining you realize it can happen but that the 
purpose of brainstorming is to get quantity, not necessarily quality or 
“right” answers. Evaluations, criticisms must be held till !ater. 


@ 3. Other psychological barriers. Personal prejudices and precon- 
ceived ideas can be handled or eliminated with good planning. 
Frequent references to the ground rules of brainstorming, urging to 
“let yourself go,” a pleasant reception for every idea will help. Nothing 
is so good it cannot be improved. These ‘Tnvitations-to-discussion will 
get the introverted personality talking, eliminate fault-finding, soften 
critical attitudes, relieve participants of the fear of offering up “un- 
orthodox” ideas or of being accused of exercising “poor” judgment. 
Brainstorming is most successful when everyone is receptive to new 
ideas. This is a group attitude the conference leader must cultivate. 


4. Exaggerated expectations. Brainstorming cannot replace good 
judgment and hard work. Nor is it possible to carry out all the good 
ideas that will be submitted. Explaining this to your brainstormers 
at the beginning of your meeting will lessen any sense of frustration 
they may have either because they came with high hopes or with 
expectations that all of their prized ideas will be used. 


Idea: Where you have an unusually 
large number of ideas, help your peo- 
ple evaluate them by putting each 
suggestion on a separate slip or 3” x 
5” card. This way you can quickly 
shuffle and classify ideas according to 
category and importance. 


monthly exercise in sales management 
for your more talented salesmen. Ses- 
sions could be devoted to ideating 
company policy problems. This way 
you use brainstorming as a reward 
for good sales performance, as. an 
observation point from which to eval- 


members, to gain a new insight into 
how salesmen handle customer prob- 
lems and to train the best sales pro- 
ducers to sell better with a larger 
vision and grasp of company sales 
problems. 

Brainstorming also may be used to 
tap the reservoir of good sales ideas 
possessed by customers, other com- 
pany personnel, as well as outside 
“experts.” 


Idea: Ask customers to come to 
lunch to discuss a tough problem, 
whether you sell a product or service 
to solve it. You may invite the more 
versatile of your salesmen and man- 
agement people to brainstorm the 
problem with the customer. 

Widely scattered sales staffs have 
most to gain from individual brain- 
storming. A direct mail campaign, 
with suitable awards, may be used to 
inspire an exchange of ideas in almost 
any area. Example: Ideas describing 
best ways to handle the price objection 
are almost always useful; new tech- 
niques of explaining product features 
and benefits that motivate prospects to 
buy more are equally welcome, as are 
ideas for finding new business. 


Idea: Individualize brainstorming 
still further by assigning job of idea- 
ting to best idea man discovered in 
group brainstorming sessions. 

You can use brainstorming to solve 
immediate problems. For instance: 
What ideas does your staff have for 
increasing sales in the fourth quarter 
of 1956? What ideas sell for a sales- 
man while he is on vacation? What’s 
the best way to sell during the Easter 
Holidays? How many different sum- 
mertime applications are there for 


uate the executive potential of staff your product or service? 

3. Assign ideas for follow-through. 
Place responsibility for the follow-up. 
Assign ideas for field testing to ob- 
viously qualified candidates, or to the 
original author, or, as a final resort, 
call for volunteers. See that ideas 
judged to be most valuable get a fair 
trial. Then, fix a definite date for a 
report on how the idea worked in 
practice. 


Behind Brainstorming... 


is Alex Osborn, vice-chairman of the board, Batten, Barton, 
Durstine & Osborn, Inc., who not only fathered the group creative 
thinking process he called brainstorming, but added a new term to 
the language and inspired other creative thinkers to toss ideas and 
books into the brainstorming hopper. 

Idea: Good questions to ask your- 
self at the end of every brainstorming 
session: Are the ideas worth publi- 
cizing? Send them to the business 
press? Do they lend themselves to 
bulletinizing? Are they worth giving 
to, or circulating among, customers? 
Will they benefit other company divi- 
sions and departments? What you 
consider a “bad” idea might be a good 
idea for some other company execu- 
tive. 

Brainstorming might be made a 


Back in 1942 McGraw-Hill published Osborn’s “How To Think Up.” 
Then came “Your Creative Power” (Scribner’s, 1948), “Wake Up Your 
Mind” (Scribner’s, 1952) and “Applied Imagination” (Scribner’s, 1954), 
plus a couple of Osborn booklets published by Ticonderoga Publishers, 
“The Gold Mine Between Your Ears” and “Think Up—Live Longer.” 


Among other titles in the brainstorming wave are “How To Develop 
Profitable Ideas,” by Otto S. Reiss; “How To Use Your Imagination To 
Make Money,” by James Wolf and Charles Roth; “Productive Think- 
ing,” by M. Wertheimer; “The Art of Practical Thinking,” by Richard 
Weil, Jr., and “How To Think Creatively,” by E. D. Hutchinson. 
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County Seat—Leflore County 
132 miles from Memphis 


GREENWOOD, MISSISSIPPI Number of families 6,100* 
ye oe Effective buying income $28,123,000* 


Retail sales in 
nine classifications $32,545,000* 


FAMILY COVERAGE 
Combined Daily Circulation 
46% 


Sunday 


42% 


Number Seven of a Series Reflecting the Economy of the Mid-South. 


Sales Management, Survey of Buying Power 


You get the top buying power of 
Greenwood, Mississippi...in CAPS 


. . Greenwood, Mississippi, on the storied Yazoo River, is a “fur piece" from Memphis 
—yet CAPS gives you the top purchasing power of its more than 6,000 families. 
The nation's 10th wholesale market is an aggregate of many smaller markets plus the big 
one—Memphis. You get them all, when you put it in CAPS. 


Two Dailies and The South’s Greatest Sunday Newspaper 


Ck P 
THE MMERCIAL B@SPPEAL — MEMPHIS BSMRESS- S CIMITAR 


SERIP-PS- HOWARD NEWSPAPERS 
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THE 


OREGONIAN... 


REACHES 
ae aa 


««s: with 
circulation 
LEADERSHIP 


-«-with 
advertising 
LEADERSHIP 


Largest Circulation in the Pacific Northwest 


31,309 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 

City Zone Lead — 12,189 
City & RTZ Lead — 19,874 


§,564,311 


LINES 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Yeor: 1955 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


296,260 Sunday 


tHe Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 months 
ending March 31, 1956; Media Records total adver- 
5 


tising, less AW and TW, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 


Brainstorming: It has its 
special techniques, includ- 
ing a gag on the long- 
winded speaker. 


Idea: Call one of your future meet- 
ings an “Idea Clinic” and invite the 
top salesmen-of-the-month to brain- 
storm the “Sales Problem of the 
Month.” Spreading the good ideas 
(later) via a staff publication will 
make excellent sales ammunition, use- 
ful to every salesman. 


Start planning for a brainstorming 
session with a survey—of salesmen, 
sales records, customers, other com- 
pany personnel—to determine which 
of several areas will most benefit from 
brainstorming. 


Choose area to be ideated with 
these thoughts in mind: (1) Urgency 
of need for new ideas; (2) imagina- 
tive skills, experience and educational 
background of participants; (3) ease 
with which participants share their 
ideas in association with others. 


Decide how much premeeting in- 
formation you need: (1) To define 
adequately problem to be ideated; 
(2) to start a prompt flow of ideas; 
(3) to guide thinking into most pro- 
ductive channels; (4) to tap the full 
idea potential of your audience. A 
full definition of the problem tends 
to confine discussion within narrow 
bounds. A_ generalized definition 
(““How do we increase sales?”) will 
encourage “‘free wheeling” and spread 
discussion and ideas over a wider, 
frequently more useful area. Detail 
definition, however, produces quicker 
solutions and more sharply defined 
ideas having a faster application. 


Rules of conduct for brainstorming 
session (in addition to those cited 
here) should be formulated with these 
objectives in mind: (1) Keep discus- 
sion on track; (2) allow for control 
of long-winded speakers (a definite 
cut-off time might be agreed on) ; (3) 
limit the possibilities of “hurt” feel- 
ings; (4) eliminate job and personal 
barriers to free discussion. 


Select participants with care. Ob- 
viously, too much “brass” will, limit 
the flow of ideas from lower echelon 
personnel. An extroverted individual 
may encourage others to talk but may 
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also ‘‘hog”’ the show and cut down on 
the number of ideas. 


Choose the meeting place with 
care. It must be conducive to relaxed, 
informal, unrestricted thinking. A 
quiet place free from telephone calls 
and other interruptions is best. 


Introduction must include a clear 
definition of the nature of the prob- 
lem to be ideated. This should be 
prepared in written form beforehand. 


Be prepared for resistance and per- 
haps even open antagonism. You 
should be equipped to “sell” the idea 
of brainstorming. 


Visual aids are excellent reminders 
and stimulants. An inexpensive blow- 
up of the definition of the problem 
will serve as a constant reminder, 
keep discussion focused on the area 
to be ideated, produce a more rapid 
flow of ideas and cut down on blank 
“mental breathing” periods because 
participants are always clearly advised 
of the purpose of the meeting. 
COPYRIGHT (956, NAVL 
Plan to use tension relievers. Humor 
will relax your audience. Planned 
coffee breaks every 30-45 minutes will 
further stimulate the flow of ideas. 
The first five minutes after a break 
might be prefaced by a talk given by 
an “expert” who defines still another 
aspect of the problem to be ideated. 
Or, a participant might attempt to 
list all ideas submitted up to the time 
of the break. 


Destination Cails 

an appreciated feature of 

NORTH AMERICAN 
‘““‘Wwife-Approved’’ Moves! 


You pay the moving expenses of transferred 


an planning might also - employees to retain their goodwill. But don’t 
inciuae: . 


overlook the “‘follow-thru!”” The agent at destination 
is often very important to a successful move. 


1. A list of questions aimed at de- 
veloping increased discussion. These ‘6 ”" 

! ssion. 1 i w- ERVICE 
might be given out at the beginning NAVEL FOLLO bees * 
of the meeting, or displayed for all to 


. . ee ’° 
- North American Van Lines can “‘follow-thru”’ on 
see, or transcribed on a blackboard. 


These might be revealed or consulted 
whenever ideas begin to taper off. 

) \ _ - . c . - . . 

2. Arrangements for recording 
ideas via secretary or tape recorder, 


destination calls anywhere. We have more agents in 
more cities than any other long-distance 
organization, by far! 


This is one of many features of North American 


or other means (blackboard, for ex- 


‘‘Wife-Approved”’ moving service. Others are safety, 
ample). 


courtesy and on-time delivery. If a man is worth 
moving, he deserves a ‘‘Wife-Approved” North 


nye omy lige phapraneeg ten American move. Call your local NAVL agent today. 


insure that best ideas are given a fair 
trial. 
“WIFE- 

4. Types of awards—financial and APPROVED” NORTH AMERICAN VAN LINES, INC. 
non-financial —- that will best stimu- 
late ideation and reward participants 
for their contributions. 


“MOVES World Headquarters: Fort Wayne 1, Indiana 
North American Van Lines Canada, Ltd. + Toronto 


INDUSTRIAL MOVING SERVICES: Quick, safe handling 
of Company-Paid Personnel Moves; Exhibit Displays; 
High-Value Products; New Furniture; Office Equipment. 
See your NAVL Agent. 


Time meeting with an eye on its 
after-effects. Morning sessions are 
good if your people are going to con- 


tinue to work on the same problem WORLD-WIDE MOVING: LAND, SEA, AIR 
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Brainstorming: You'll produce more ideas and better magazines for inspiration and leads, 
ideas if participants do some thinking beforehand. talk through new ideas with company 


experts. 


2. By mailing premeeting teasers 


with the theme, “Talking off the top 
of your head.” 

later in the day. Evening sessions are thing to contribute, have a reserve of 
better whenever the excitement of ideas: 3. 


rT By explaining brainstorming 
participation is likely to carry over 


procedures beforehand, telling partici- 
and adversely affect completion of 1. By giving them a premeeting pants what you expect of them. This 
routine tasks. formula for thinking up ideas. For is a good way to eliminate psychologi- 
example, suggest that participants col- cal barriers — fear of looking silly, 

See that participants come pre- lect gripes, find out what’s wrong 


a fear of being accused of poor judg- 
pared. Try to see that they have some- with the old ideas, check business 


ment because of “‘wild” ideas — and 
increase participation. 


4. By requiring participants to 
bring “tickets of admission” in the 
form of five-10 written ideas to be 
collected before start of meeting. 


Idea: Have a door prize for the 
member who brings in the longest list 


A. M. Deeco symbolizes the aggressive — of ideas. 
team at Advertising Metal Display Co... . “ 5. By spelling out the kinds of 
To your point-of-sale problems, ; ees ideas you are looking for. 
or plans-in-the-making . . . he will 
bring the idea, the design... 
the complete production facilities 
for metal displays 
that sell for you . .. 


During the meeting repeat the two 
cardinal rules of brainstorming: 


1. Make no evaluation or criticism 
of ideas whatsoever. 


IDENTIFY 


2. Every idea is acceptable — no 
matter how impractical it may seem. 
The rules are deceptively simple and 
frequently difficult to abide by. They 
must be repeated periodically. Two 
ways to insure their being remem- 
bered longer are (1) to send the rules 
in writing to participants before the 
meeting and (2) display them promi- 
nently in the meeting room. 
After brainstorming . 


« SERVICE 


DISPENSE 


designs and produces 

metal displays for S 
FLOOR « COUNTER » WALI ao Teach the use of "delayed 
thinking.” Every good creator of 
ideas uses this: technique of tempo- 
rarily filing one problem while con- 
centrating on another. This is a skill 
you can probably illustrate with ex- 
amples from your own sales experi- 
ences. Explain, where vou can, how 
using the subconscious helped you to 
create new ideas, solve old problems, 
invent new and better sales ap- 
proaches. 


DEMONSTRATE 


. . . Use supplementary incentives 
to encourage more thinking. It would 
be logical, following a brainstorming 
session, to install a suggestion box 
system in the department or company, 
division or branch. Special awards 
for post-meeting ideas might be 
worked out. Prestige awards are prac- 
tical, inexpensive, proved stimulants 
for continuing the creative drive in 
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ADVERTISING 


METAL DISPLAY COs 


THEY DISPLAY 


plete Design & Engineering & Volume Production Facilities 


CHICAGO 50- 23 W. NINETEENTH S 2 NEW YORK 10+2 €& TWENTY-THIRD + ALGONQUIN 4.1295 
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HERE ARE THE FIGURES... 


“Fantastic...truly amazing” 


10-year post-war period, from Dec. 31, 1946 to Dec. 31, 1955 


DEPOSITS SAVINGS IN 

IN SAVINGS & LOAN 

BANKS ASSOCIATIONS 

Total U.S.A. increase 41% 373% 
Florida State increase 89% 641% 


FLORIDA’S 3 “GOLD COAST” COUNTIES: 


DADE COUNTY increase 112° 190% 
PALM BEACH COUNTY increase 59° 771% 
BROWARD COUNTY, increase 253% 1,946, 


The HERALD is the dominating medium 
for reaching and influencing the buying decisions of 
the 1,082,000 permanent residents of Dade, Broward 
and Palm Beach Counties—plus a bonus of 3,000,000 


tourists at one low cost. 


bth Che Miami Herald 


1956 


fastest - growing 
major market.” 


: ‘ BIS ONS yg 
Story, Brooks & Finley, National Representatives 


Brainstorming: It pays off only when ideas get rigid 


appraisal and there's an organized plan for follow-through. 


salesmen following a brainstorming 
session. 


Idea: Make the submission of new, 
post-meeting ideas urgent. Put a time 
limit on them. For example: $2 for 
every new idea, not submitted during 
the meeting, that is in your office 


more 
Sales! 


less 
cost! 


with 


company made 
films 


Send for our booklet telling you how. 
There will be no high-pressure 

follow up. Address request to our 
Customer Relations Service. 


before noon the following day. 


. - » Question the results. How 
useful are the ideas you uncovered? 
In what other ways can you use 
them? How can you use the good 
feeling, the enthusiasm you may have 
generated, to further good employe 


What is a COMPANY-MADE film? 
It’s a Business Motion Picture pro- 
duced in entirety by the organization 
for which it is intended ... a 
“DO-IT-YOURSELF” 


getting dynamic sales aids at low 


method of 


cost. Hundreds of industrial firms, 
big and small, are using this in- 
expensive way to the smashing im- 
pact of screen selling. YOU CAN 
TOO. 


TELEFILM 


[tncorporaren | 


(SE eR - RNR ASA eA A LO OE TET TAI 
6039 HOLLYWOOD BLVD., HOLLYWOOD 28, CALIFORNIA 
A LEADING I6mm MOTION PICTURE TECHNICAL SERVICE SINCE 1938 


relations? Is this a technique you 
want to use regularly — every six 
months, for example? What have you 
learned about the best way for your 
organization to ideate? What are 
some of the pitfalls of brainstorming 
you must remember to avoid in the 
future? 


. . « Follow-through. The fatal 
weakness of most brainstorming ses- 
sions is the failure to follow-through. 
Participants should be assured all 
ideas will be fairly evaluated, judged 
as to their merit, rewarded (when 
this is done) for worth as soon as 
possible after they are collected. 
Worth-while ideas should be fairly 
tested and perhaps reevaluated as to 
their merits. If testing proves them 
more valuable than first estimated, 
bonuses may be in order. The wrong 
kind of follow-through — desultory, 
long-delayed reporting—can kill staff 
morale and enthusiasm for future 
brainstorming sessions. 

The one big remaining question is: 
Does brainstorming have a pay-off? 
It most certainly does! Because, in 
addition to the enthusiasm, the team- 
work and the feeling of having con- 
tributed to a worthy cause brain- 
storming gives participants, it has 
been known to produce many other, 
more tangible returns. Dollars-and 
cents returns. 

Brainstorming has been used by 
such profit-conscious firms as U.S. 
Steel Corp., Reynolds Metals Co., 
Ethyl Corp., General Motors Corp.., 
A.C. Spark Plug Division, Christ- 
mas Club (a corporation). You can 
be sure that brainstorming is no 
child’s game with the shrewd and 
competitive-minded businessmen who 
manage these large companies. You 
can be sure brainstorming is produc- 
ing many -profitable ideas for every 
one of them. 

Edward F. Dorset, Christmas Club 
president, estimates that 90% of his 
salesmen’s ideas, developed in brain- 
storming sessions, could be put to 
practical use. The End 


Publicity and public rela- 
tions have become increas- 
ingly important fields of 
activity in this modern world 
because they furnish means 
whereby we, as individuals, 
groups, and nations, can 
reach out for others, extend 
ourselves, tell our stories, in 
today’s complex, complicated 
—but still great—worid. 


Publicity in Action 
by Herbert M. Baus 
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Between now and November 6, 
Roy Justus and Scott Long will 
sketch an improbable number of 
donkeys and elephants—the two 
best-known beasts in American 
politics. ; 

Messrs. Long and Justus are old 
hands at limning the triumphant or 
dejected enoods of their four-footed 
friends. Both artists can also render 
an impressive Ike, a neat Nixon, an 
authentic Adlai, an unmistakable 
Kefauver. 
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Life, in fact, on the editorial pages 
of the Minneapolis Star and Tribune 
looks especially interesting during 
the next couple of months. For Roy 
Justus of the Star and Scott Long 
of the Tribune are two of the most 
respected and _ re-printed practi- 
tioners of the curious art of political 
cartooning. 

Both have received the cherished 
National Headliners club Award for 
“consistently outstanding’ work in 
their field. Both have had the medal 
of the Freedoms Foundation pinned 
to their chests-—Roy Justus for the 
last seven years straight. 

Like most top-flight editorial car- 
toonists, Scott Long and Roy Justus 
are working newspapermen. Long, 
for example, recently returned from 
a tour of Africa, reporting on that 
seething continent’s unrest in a 
group of articles illustrated with 


sketches and photographs by Long 
himself. 

Like all the talented specialists 
who staff the Minneapolis Star and 
Tribune, Roy Justus and Scott Long 
contribute much to the freshness 
and vitality which earn for these 
newspapers a warm welc me in more 
than 495,000 homes every weekday 
not only as complete, reliable re- 
porters of the news, but also as good 
neighbors, dependable friends and 
inspiring interpreters of the im- 
portant issues of the day. 

‘ 


The Minneapolis 


Star and Tribune Co 


Minneapolis 
Stared Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 


How to Focus and Hold 
Audience Attention 


Combine the 


VISUAL <@ 


with the 


PACIFIC PLASTIC PRODUCTS, after having sold “millions” of 
plastic packages for fruits and other foods, is now after a new 
application: baskets for cup-cup chicken or turkey or frozen 
ORAVISUAL WHITEBOARD EASEL chicken, “Plaskets” come in white, dark blue, red, green, yellow. 


Helps to clarify, emphasize and drama- 
tize ideas for better understanding. 


Use large paper writing pads. No need Basket Packages: They're Growing 


to erase valuable conference notes. 


All aluminum. Folds up small like 
magic for easy carrying or storage. 


All purpose—aiso ideal for turn-over 
charts and cardboard charts. 


Thousands in use the world over. Many 
other models available. Also Folding 
Fiannel Boards, Lecterns, etc. Write 
for catalog. 


FREE page pictorial booklet No. $/8 
How To AKE A CHART PRESENTATION 


ORAVISUAL CO., INC. 


Box 609 A St. Petersburg 2, Fla. 


pon INGTON GILBERT PLASTICS’ five-year old “See-Qual Pak” tomato is 
BLOOM e still its biggest seller. The company sees promising potential 


é. NORMAL, ILL. in baked goods, Canadian Baker reported 30% increase in dough- 


ore £6 a nut sales for Montreal’s Purity Bakery as a result of switch from 
1 N : ; 
NOW! folding carton to “See-Qual” containers. 


\ 


51, 92.5 


ABC Audit Re J. Sept. 30, 1954, Para. 28-b 
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HI . ss NALLE PLASTICS folks—and 

: oe many others—still call it a 

“berry basket,” but this Naltex 

hil container is currently being 

@ BIGGEST pop. gain—18% last 5 yrs. _* * . used also for candy, cookies, 

© BIGGEST home building boom. Over $7 feapen enrimp. Comes in colors, 
Million in new construction in ‘55. : > clear and opaque. 


@® OVER 100 INDUSTRIAL PLANTS. Valve 
of monvufactured products in ‘55 over 
$150 Million (est.) 


TTT 


SALES APPEAL: 
@ AVERAGE FAMILY INCOME $6,120 Baskets have it for 


(National av. only $5,274) beth dealers and 
ILLINOIS FIFTH LARGEST housewives because 
NEWSPAPER RETAIL MARKET they protect against 


(Excluding Chicago) handling yet allow 

% $147 MILLION SUBSCRIBER RETAIL PURCHASES isibili a 
% $30 MILLION SUBSCRIBER FooD PURCHASES an avawne ~_— 
room container is an- 


Lag . other Gilbert item. 
Daily Pantagraph Re-use value of plastic 

BLOOMINGTON-NORMAL, ILL. baskets is important 
Represented by Gilman, Nicoll & Ruthmon sales-plus. 
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THEY STAND UP AND CHEER for the man who 
runs a convention in a Sheraton Hotel. They pump his hand and thump his back — 
for a job well done, for the best convention their group ever had. Sheraton 
will gladly see to it that this happens to you! The Sheraton Sales Staff 
will help you plan every detail — make sure your next convention 


is the greatest show on earth. 


.. HOORAY! 


Wherever you hold your next convention — Chicago, Detroit, Boston, 


Washington, New York, Montreal, Philadelphia, San Francisco, you name it — the 
chances are excellent there's a Sheraton Hotel smack in the center of 
everything. And every Sheraton Hotel offers the complete facilities — the talented 
staffs — the ‘'think of everything” service that has made Sheraton the 
last word in conventions. So drop a note today to SHERATON HOTELS, 
NATIONAL CONVENTION OFFICE, SHERATON-PARK HOTEL, WASHINGTON, D. C 
You'll hip... hip . . . HOORAY for Sheraton. 


SHERATON 


THE PROUDEST NAME /AV/ HO T | an gS 


Executive and Sales Office — 470 Atlantic Ave., Boston 10, Mass. 


EASTERN DIV. WASHINGTON 


NEW YORK 

Park Sheraton 
Sheraton-Astor 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton Plaza 
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Sheraton-Carlton 
Sheraton-Park 
PITTSBURGH 
Penn-Sheraton 
(formerly Wm. Penn) 
BALTIMORE 
Sheraton- Belvedere 
PHILADELPHIA 
Sheraton Hote! 
Opens 1957 


1956 


PROVIDENCE 
Sheraton-Biltmore 
SPRINGFIELD, Mass. 
Sheraton- Kimball 
ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 
BUFFALO 

Sheraton Hotei 


MIDWESTERN DIV. 


CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 


DETROIT 
Sheraton-Cadillac 


CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 
Sheraton-Jefferson 
OMAHA 
Sheraton-Fontenelle 
LOUISVILLE 
Sheraton-Seelbach 
DALLAS 

Sheraton Hotel 
Opens 1959 


AKRON 
Sheraton-Mayflower 


INDIANAPOLIS 
Sheraton-Lincoin 


FRENCH LICK, Ind. 
French Lick-Sheraton 


ana other Midwest cities 


PACIFIC DIV. 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-Town House 


PASADENA 
Huntington-Sheraton 


CANADIAN DIV. 
MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont 
Sheraton-Brock 
HAMILTON, Ont. 
Royal Connaught 


An industrial distributor tells 
how he headed off a crisis when 


“Sales Were Stuck on Dead Center 
And We Didn't Know Why’ 


Some new sales policies, new manpower approaches and 
new operating methods hoisted volume and profit within 
months, and both will hit new highs by the end of 1956. 
Among the strategy shifts: 


|. Selective selling to give more service to accounts 


with big potential. 


A strengthened sales training program. 


An incentive-spiked compensation plan. 


Improved communications with customers. 


It is dificult for me to believe that 
a little less than a year ago I was con- 
templating a quiet retirement and the 
pleasure of leisurely fishing in Florida 
waters. Today nothing could be far- 
ther from my mind. 

I represent the third generation of 
3arkleys to head up The Cameron & 
Barkley Co., one of the oldest indus- 
trial distributors in the country. My 
son, Rufus C. Barkley, Jr., 
currently vice-president, is the fourth 
generation. Like the Barkleys before 


me, I have loved the business from 


who is 


my earliest years, and given it all my 
interest and energy. 

Despite all that, from 1951 through 
1954 we experienced a steady decline 
in our business—in sales volume and, 
of course, in profits as well. We had 
expanded a long way from the one 
Charleston, S. C., which 
opened in 1865. Major branches were 
opened in Savannah, Ga.; Jackson- 
ville, ‘Tampa, Orlando and Miami, 
Fla. The products we sold met every 
conceivable industrial need, including 
heav Vv 


store in 


machine tools and _ specialty 
products such as stainless steel pipe. 
valves and fittings. Our inventory had 
consistently run well over a million 
dollars—and yet, for some reason, we 
had stopped moving ahead. 


It was in June 1955 that I dis- 


As told to Alice B. Ecke 
BY RUFUS C. BARKLEY 


President, The Cameron & Barkley Co. 


cussed our problem with Clayton 
Heintz, distribution manager for 
Cooper Alloy Corporation, whose line 
of stainless steel valves we had taken 
on about that time. We had just re- 
turned from a tour of all our branches 
and were trying to fathom the source 
of our stalemate when Heintz came 
up with a suggestion. He believed 
that the answer might be found in a 
visit to the right doctor and recom- 
mended that I put the problem before 
a management counselor, The George 
Black Company, formerly of Hillside, 
N. J., and now of Jacksonville, Fla. 
(I was somewhat familiar with the 
Black Company’s work for Cooper 
Alloy and had closely followed the 
promotional progress of the company, 
noting the strides it had taken since 
entering the stainless steel valve field 
in 1947.) 

I did so. We authorized an acceler- 
ated study of our company and its 
problems. Without waiting for the 
study to be completed, I began to put 
to work some of the new thinking. 

By September 1955 we had a 
wholly new marketing program under 
way. Many of the principles we have 
put into practice I had never heard of 
in distributor circles. This program 
is now developing along many ave- 
nues. We are proceeding by 


Improving the caliber of the sales 
organization. Our study indicated 
that we had been lax in training our 
salesmen, particularly with respect to 
new lines and specialty items we had 
taken on to sell. 

As a result, we began to send out 
a biweekly sales letter to provide our 
salesmen with information about the 
major features of the new lines, spe- 
cialty items and standard lines they 
are selling. Along with our biweekly 
letters we have adopted a program 
that puts the emphasis on one product 
line each month. By improving com- 
munication of product information, 
our salesmen are being prepared to 
more intelligently serve their cus 
tomers. 

We have also planned a series of 
special training courses, the first of 
which has recently been completed. 
In this first course there were 23 les- 
sons, one week apart. This particular 
course was developed by The Babcock 
& Wilcox Co. whose lines we sell. It 
covered such subjects as these: What 
is stainless steel? How is stainless 
steel-tubing made? Heat treatment of 
stainless steel. Theory of corrosion. 
Piping in pulp and paper mills. Physi- 
cal properties of stainless steel. 

We shall follow this course with 
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Copies 


of MACHINE DEsIGN’s OEM marketing map and Geograp 


- 


; 4 


hical analysis of the OEM may be obtained 


by writing MACHINE DesIGNn, Penton Bldg., Cleveland 13, Ohio. 


A good place to start your sales planning 
if you sell the Original Equipment Market 


Here’s the kind of information you need for accu- 
rate sales planning. MACHINE DEsIGN’s Geographi- 
cal Analysis of the Original Equipment Market and 
OEM Marketing Map are full of facts about today’s 
product-hungry Original Equipment Market. 

It took a million dollar census of U.S. Industry 
to produce the information these two sales planning 
aids contain. They’re typical of the help sales ex- 
ecutives can get from MACHINE DESIGN. 

The complete scope of MACHINE DESIGN’s serv- 
ices for sales executives is a by-product of the new 
services for design engineers that are constantly 
boosting reader response to MACHINE DESIGN. 

So far this year, reader requests in response to 
editorial material in MACHINE DESIGN number al- 
most 100,000, 96 percent ahead of the same period 
last year. 

And when response to editorial goes up, response 
to advertising goes with it. Proof: This year, in- 
quiries stimulated by advertising, requests for 
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helpful literature and requests for information 
about new parts and materials have increased 
153%! 

There’s real sales power in MACHINE DEsIGN’s 
response-producing publishing formula. Ask your 
agency—or the nearest MACHINE DESIGN repre- 
sentative—to show you the many ways MACHINE. 


DEsIGN can help you find your best customers in 
the OEM. 


MACHINE DESIGN a publication 


Penton Building, Cleveland 13, Ohio 


one related to it, covering stainless 
steel valves and fittings. By adopting 
this method of training we can build 
on what our salesmen have just 
learned rather than throw something 
entirely new at them. 

In addition, we have set in motion 
an in-plant training program and are 
currently experimenting with specially 
assigned trainees in our Jacksonville 
branch. These salesmen have had 
little or no industrial supply experi- 
ence, but have high mechanical apti- 
tudes and good sales drive. 

Practically all screening of new 
salesmen is now done for us by Cava- 
naugh-Gray & Co., personnel coun- 
selors; they ‘are turned over to our 
management counselor for secondary 
screening, and then sent to the branch 
manager under whose direction they 
are to work, A conference between 
the branch manager and the manage- 
ment counselor is then held and their 
recommendations are turned over to 
me for final acceptance or not. 

We are also adopting a two-fold 
sales manpower policy: training men 
for general-line selling and develop- 
ing specialists. We are doing this be- 
cause we believe that in the industrial 
supply field time will not permit the 
training of a sales force made up ex- 
clusively of specialists. The high de- 
gree of technical knowledge required 
makes basic education and field ex- 
perience necessary. General-line sales- 
men with technical aptitudes can be 
trained by taking them from depart- 
ment to department and permitting 
them to handle and examine products 
im our stockroom and on order, but 
specialists must be hired, ready to go 
to work, and developed from there 
on. 

A plan is being put through for 
manufacturers’ sales meetings, cutting 
the number of evenings a salesman 
has to come in to headquarters, but 
condensing and sharpening the prod- 
uct information and sales tools pres- 
entations. Only one manufacturer 
sales meeting a month is permitted 
and it must be approved at headquar- 
ters in advance. 


Assuring our salesmen adequate 
pay. Realizing that our compensa- 
tion plan left much to be desired, we 
began an intensive study early in 
1954 to work out a plan that would 
appeal to our salesmen by giving them 
a feeling of security, and provide an 
opportunity for accelerated commis- 
sions when extra effort was put forth. 
Bonus, extra fringe benefits, awards, 
gifts and other plans were investi- 
gated. The one finally adopted com- 
bines the best features of a dozen 
different plans currently in use. 
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Each salesman’s compensation plan 
is tailor-made for him. Individual an- 
alyses are made to evaluate the sales- 
man and his territory, with final 
evaluation based on sales history and 
territory potential. From these evalu- 
ations we determine the standards of 
performance against which each sales- 
man is to be measured, There are two 
figures of importance: the Territory 
Gross Profit Quota and the Base 
Volume Figure. 

The Base Volume Figure is the 
starting line for the additional com- 
pensation. A salesman will receive an 
additional percentage of the profit 
from his sales for every 25% increase 
in profit over Base Volume Figure. 
For example, a salesman receives 25% 
of the profit for the first 25% in- 
crease over Base Volume Figure. For 
the next 25% increase, he receives 
33 1/3% of the profit. Bevond this 
point he works on a 50-50 basis with 
the company. 

At first our salesmen did not seem 
to appreciate the opportunity they had 
to increase their personal incomes. 
Thev did not seem to understand the 
details, so we held a series of sales 
conferences to explain the plan to 
them. Periodic reviews with each 
branch manager put emphasis where 
it belonged—on how much money 
could be made. The salesmen were 
told to go after the business, and go 
after the extra business they did. as 
can be seen in the volume figures 
listed below. 

Improving our relationshios with 
customers and prospective customers. 
Many companies in the Cameron & 
Barkley sales territory had no idea of 
the million-plus inventory on our 
shelves. Neither did thev know about 
the great variety of products we sell. 


1954 


June 


July . w'onastes +e 


August 
September 
October 
November 
December 
January 


February 


. $562,370 


543,099 
594,695 
632,074 
569,986 


573,011 


This is what we are now doing to 
enlighten them: 

e A weekly stock list is sent out by 
each branch manager, covering an 
individual item or product line. 

e A pocket guide stock list provides 
a ready reference, It lists the products 
sold and the companies represented. 

e A monthly reminder calendar 
memorandum is sent to purchasing 
agents and engineers. It lists the vari- 
ous companies represented by Cam- 
eron & Barkley. 

@ A desk scratch pad for purchas- 
ing agents and engineers lists the 
major companies represented by Cam- 
eron & Barkley. 

@e A monthly paper, “Cambar 
Briefs,” carrying brief descriptions of 
the products and materials sold, is 
sent to purchasing agents and engi- 
neers. Included with it is a self- 
addressed reader service post card to 
use for requesting literature or more 
data. 

e A specialty stock list is sent out 
regularly to present the major items 
such as stainless steel pipe, grating, 
pressure pipe, boiler tubes, wire prod- 
ucts, etc. 

e@ Advertisements in such maga- 
zines as The Florida Purchaser are 
designed to acquaint purchasing 
agents with the wide variety of prod- 
ucts sold. 


Building up the right stocks. Our 
study revealed that there was need for 
selling some of the newer items and 
specialty items which industry is de- 
veloping. Our branch managers were 
told to be on the alert and to report 
on items which should be stocked. We 
decided to continue an old company 
policy of selling only quality lines. 
Such products as Babcock & Wilcox 


1955 1956 


$697,536 $822,479 
619,715 
728,270 
682,580 
751,286 
678,873 
741,433 
554,384 735,579 
577,069 697,109 
749,622 880,717 
688,324 844,221 


761,148 850,035 
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‘‘T Look at MICHIGAN FARMER First,’’ 


Says Herb Gettel, Huron County, Michigan 


Twice every month 9 out of 10 Michigan farm 
families take time out to read MICHIGAN FARMER. 
They’ ve come to depend on this home-edited maga- 
zine for sound advice, for examples that can be 
turned to advantage and profit, for up-to-date 
county and state farm news. 


Coverage . . . readership! Here are two powerful 
reasons for picking MICHIGAN FARMER to carry your 
sales message. Now, Reason No. 3: big, year-around 
buying. Diversification is practiced here on a wider 
scale than in any other state. It’s responsible for 
Michigan’s high, even-keel income right around 
the calendar. 


And, Reason No. 4: MICHIGAN FARMER is econom- 
ical, rotogravure printed (in full color, if desired) 
to save the cost of plates. But, why not add two 
other big, steady farm markets, Ohio and Penn- 
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sylvania? They’re served by equally popular maga- 
zines, THE OHIO FARMER and PENNSYLVANIA FARMER. 
A post card will bring the facts on all three— 
promptly. Write 1010 Rockwell Avenue, Cleveland 
14, Ohio. 


East Lansing, Michigan 


THE.OHIO FARMER PENNSYLVANIA FARMER 
Cleveland, Ohio Harrisburg, Pennsylvania 


HE ADMIRES THE EAGLE... and, 
91-year-old business got hardening of 
found—a way to rejuvenate it. 


stainless steel pipe and boiler tubes, 
La Salle Stressproof bars, Airtool ex- 
panding tools and other prestige lines 
have been added, with more on the 
way. We conduct surveys among our 
customers to find out what items 
should be added to better serve their 
needs, 


Becoming an authoritative service 
source. Our study indicated that we 
were not encouraging purchasing 
ugents and engineers to check Cam- 
eron & Barkley for assistance. They 
did not know such service was avail- 
ible. 

To ‘correct this, we are now cata- 
loging what we believe will be the 
largest technical library of catalogs 
and booklets in the South. Purchasing 
ugents and engineers are being ad- 
vised that this literature is now avail- 
ible on request. 

“Cambar Briefs’’ is also a constant 
eminder that product information is 
ilways available. Purchasing agents 
ind engineers are told that Cambar 
specialists are standing by to assist in 
installations of such products as ma- 
chine tools and safety, electrical, 
contractors’, transmission, and irriga- 
tion equipment. 


Knitting the organization together. 
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like the eagle, he can be bold. When his 
the arteries, Rufus Barkley sought—and 


Our far-flung branches made com- 
munications difficult. Our home office 
in Charleston, S:; C., put me at the 
northern extremity rather than in the 
heart of the business. Our manage- 
ment counsel suggested that I move 
to Jacksonville, Fla., despite the 91- 
year tradition which had kept the 
Cameron & Barkley headquarters on 
Charleston home ground. This move 
has been made and from my office in 
the Prudential Building I am now 
only an hour away from any one of 
our branch offices. Because of our 
inter-connecting telephone and _tele- 
type service between branches and our 
close association with manufacturers- 
suppliers we can supply cost or tech- 
nical data literally in a matter of 
minutes. 

We have also arranged for regular 
joint management conferences for in- 
terchange of ideas and experience. 

Originally, internal communica- 
tions were carried on by means of 
lengthy letters “from the office of the 
president.” These letters were detailed 
but our study indicated that they were 
not easily digested or put into prac- 
tice. We have substituted a simple, 
number-paragraph memorandum and 
cut the number sent out. Branch man- 
were asked to review these 
memorandums with their salesmen. 


agers 


This became easy to do when a new 
sales control plan was put in effect. 


Weeding out dead weight. A large 
number of the accounts on our books 
had been maintained at a loss or at 
a profit so small that the time spent 
on them did not justify the result. 
We reexamined and realigned our 
accounts and adopted a policy of giv- 
ing special service to those customers 
whose sales volume proved that it was 
worth spending time and effort to 
assist them. 

The first reaction to this policy was 
that customers not classified on our 
select list would be offended. Our 
answer to this argument was to firmly 
state that no customer would be ig- 
nored by Cameron & Barkley. Our 
standard service requireménts are as 
good, if not better, than those of other 
distributors. 

However, to those customers who 
show by the volume of business they 
give us that they have confidence in 
us, we plan to give special service in 
return, Through this realignment we 
find that our salesmen can concentrate 
on the important accounts and can 
do a better sales job all around. 
Interestingly enough, one customer 
threw this question at one of our 
salesmen: “How do you get on the 
Cambar ‘A’ list ?” 

A special program for handling 
small accounts by direct mail, tele- 
phone calls and planned field calls has 
been put in motion. This has sub- 
stantially cut down the number of 
calls a salesman has to make, making 
it possible for him to do a better 
sales job during each call. 


A Sampling of the 
Firms Cambar Represents 
American Tool Works 
Babcock & Wilcox Co. 
Behr-Manning Corp. 
Blaw-Knox Co. 

Browne & Sharpe Mfg. Co. 
Chicago Pneumatic Tool Co. 
Cleveland Twist Drill Co. 
Cooper Alloy Corp. 
Grinnell Co., Inc. 

Imperial Brass Mfg. Co. 
Link-Belt Co. 
Lunkenheimer Co. 
Raybestos-Manhattan, Inc. 
John A. Roebling’s Sons 
Simonds Saw & Steel Co. 
Tube Turns 

United States Gypsum Co. 
U. S. Steel Corp. 

Yale & Towne Mfg. Co. 


SALES MANAGEMENT 


QVERNIGHT RESULTS 


ADVERTISING 


Food Stores 


BUILT THIS SUCCESS STORY 


LINAGE | 


| 
JEWEL ADVERTISING LINAGE 
IN CHICAGO NEWSPAPERS 
1933 t0 1955 


500,000 


ba 


DRNING NEWSPAP 


Ny 


NATIONAL ADVERTISERS: 
GET THE SAME 
OVERNIGHT RESULTS 
FOR YOUR PRODUCTS! 


For nearly a quarter of a century, Jewel Food 
Stores have consistently placed the greatest share 
of their advertising dollars in Chicago evening 
newspapers. As a group, Chicago retail grocers 
now show a 3 to 1 preference for evening news- 
paper advertising . . . proof that the evening 

field pays off in morning sales 
Following the advertising pattern of successful 
chains affords the greatest opportunity to sup- 
port the volume retailers of your product. It pro- 
vides the greatest incentive for tie-in advertising. 
It is the fastest way to introduce a new product 
. the most economical way to gain greater 


share-of-market for established products. 
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FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


1. Big, Responsive Evening Circulation 
mo than 500,000 da in high-potential Chicago t 
area 

2. Largest Evening Home-Delivered Circulation— 


44.4 home-delivered in Chicago and suburbs 


3. Full Corporate Chain Representation— 
More than double the food chair 
paper, more than five times that of t 


ain linage o! 


4. Top Food Editorial Pages- 
Mary Martensen’s f 
Chicago women 


od columr 


5. Practical Marketing Assistance— 

Trained fieldmen work under your direct 
key and 
independents to stimulate 


sonal calls 


timing for your advertising program. 


volume buyers, chains, jobbers, big 


buying interest and create market 


CHICAGO=atu:-AMERICAN 


Represented Nationally by 


HEARST ADVERTISING SERVICE IN( 


Offices in 15 Principal Cities 
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AT ANY TRADE SHOW 
OR EXHIBIT 


TEL-A-STORY Stops ‘em — 


Shows ‘em — Sells ‘em 


Only 


$4 49-50 


Add ACTION—Color and ZIP with this fully auto 
matic projector which will tell your story over and 
over again, hour after hour, day after day 
INEXPENSIVELY! 


Your complete product line can be shown on 


TEL-A-STORY, especially those items which are 
teo large to exhibit. Write or wire Dept. SM. 


TEL-A-STORY, INC. 


523 Main Street, Davenport, towa 


RECORDED SALES TALKS 
PACK A WALLOP! 


Tape record your Sales Meetings and Spe- 
cial Promotion Announcements. 

Then we'll press unbreakable records from 
your master tape and send personalized 
labeled records to you in protective sleeves 
and jackets . . . promptly. 


Any Quantity - LowRates - All Sizes 
SEND FOR BROCHURE AND RATES 


CREST RECORDS, nc 


220 BROADWAY 
HUNTINGTON STA. 1, N. Y. 


DRAKE PERSONNEL 


Rapid—Confidential— 
Nationwide 


Headquarters Nationally for Sales 
Executives, Advertising and 
Marketing. 


Piease briefly outline your specific 
experience or personne! needs. 


No checks or referals without 
permission 


220 S. State St. 
Chicago, Ill. 


HA 7-8600 


All sales calls are now assigned by 
the branch managers, and a special 
control form for each salesman is 
prepared in advance. This form per- 
mits the branch manager to cafefully 
control special product discussions in 
which each salesman is asked to par- 
ticipate. It also permits a regular dis- 
cussion period to pass on product 
information from the home office. 


Staying in the limelight. In our 
type of business we believe it is neces- 
sary to be part of the communities 
in which we are located, and to keep 
our name before our customers and 
prospective customers as often as pos- 
sible. To help us do this, we have 
an intensive publicity program. What- 
ever we do in a community is prop- 
erly reported to the press. All our 
branch managers and salesmen are 
asked to take active parts in com- 
munity affairs and to show by example 
that Cameron & Barkley is a leader 
in every way. 

We have no fixed advertising ap- 
propriation at the present time, The 
only magazine directly serving our 
sales territory is The Florida Pur- 
chaser. In it we have contracted for 
a special-position, full-page series of 
advertisements on a monthly basis. 

We prepare cooperative advertise- 
ments for some of the manufacturers 
we represent. However, we usually 
accept their suggestions. I would say 
that our expenditure for magazine 
advertising is pretty much in line with 
that of other large distributors. But 
to my knowledge, our appropriation 
for over-all advertising, marketing 
and sales promotion is much more 
than any other distributorship of our 
size. 


Strengthening our relationship with 


manufacturers. We believe our rela- 
tionship with the manufacturers we 
represent is unusual. In the first place, 
we have a clear-cut policy forbidding 
manufacturers’ representatives to drop 
in “whenever they are in the neigh- 
borhood.” We expect their calls to be 
planned in advance and to have a 
purpose. Therefore we have notified 
all our manufacturers that their sales 
meetings will be permitted only on 
request and, as previously pointed out, 
our branch managers are entitled to 
arrange for only one sales meeting a 
month—and no more. 

Manufacturers’ promotional liter- 
ature, for the most part, is not used 
as it is presented to us. Our house 
publication publishes our own rewrites 
of much of the literature manufac- 
turers submit to our editors, We find 
these rewrites are of greater interest 
and value to our customers. 

Our showrooms are designed to 
display manufacturers’ sales promo- 
tional pieces and samples. Currently 
we are checking all our showrooms to 
assure maximum benefit from them. 
Manufacturers’ representatives are in- 
vited to work with our salesmen on 
special projects. During these special 
showings we usually arrange for a 
direct-mail barrage which often in- 
cludes literature submitted by the 
manufacturers. 


The results: Our sales last yea 
were the second highest in the history 
of our company. The first half of 
1956 produced a volume of $4,832,- 
143, which is 19.96% ahead of the 
same period in 1955. We expect to 
close our books in 1956 with the 
highest sales record and the highest 
profit record in the history of the 
company. 


A Nose-Count on Radios 


Lee 


ee a ee eee 


Radio ownership in the U. S. continues to grow, according to a recent 
survey released by Kevin B. Sweeney, president of Radio Advertising 
Bureau, in conjunction with the four radio networks. 


As of January 1, there were 124 million working-order radio sets in 
this country. The figure includes 82 million working-order radios in 45 
million homes—or almost two radios for every radio-owning family. 
Car radios account for 32 million of the total. In addition, there are 
10 million radios in public places and business establishments. 


On top of this, there are another 18 million radios out of repair which, 
for the sake of statistics, would bring the total up to 142 million. 


Sweeney says the count is conservative. 


| 
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If you have a say in the way a product is packaged... 


iia Stvron 
denies = deserves your attention 


Want a three-way ticket 


to fast sales? 


Then send your product t 
in plastic containers made of Styron®! 


») market 
THE DOW CHEMICAL COMPANY = you a pier eed renee it parte ot ey ape 
uV-appe < ¢ nercnandalsé ) y oOo eve ig om ) naceutlicé Ss o 
Plastics Sales Dept. PL 438M ‘, ip} \ A 7” . F ADI pharmacet i 
so Foods i nev tl ¢ 
Midland, Michigan 5 


o the same for you 


Styron containers are available in a tremendously wide range of 
Gentlemen: Please rush your free catalog of Styron and colors. But if no stock molded package exactly meets your requirements 
ee experienced Styron molders will team up with Dow Plastic lechnical 
Service to design one that i 


sizes, shape 


s right for the job you want done 


Could a produc t-hiding package be costing you impulse sales? Then a change 
for the better is in order. Send for the free 48 page Stvron catalog of pac kage 

today. There’s a wealth of profitable packaging ideas in it for you. THE DOW 
CHEMICAL COMPANY, Midland, Michigan 


you can depend on DOW PLASTICS 


In Philadelphia, buying begins at home 


The Bulletin goes home... delivers more copies to more people . 


every seven days in Greater Philadelphia than any other newspaper 


Shopping lists represent big business in the thriving Greater 
Philadelphia market. Folks spend $1,293,000,000 a year on 
food! Buying guide for the whole family is Philadelphia’s 


home newspaper—The Evening* and Sunday** Bulletin. 
pa} . 


The Bulletin packs selling power throughout a market 
noted for its buying power. Philadelphians like The Bulletin. 
They buy it, read it, trust it and respond to the advertising in 
it. The Bulletin is Philadelphia’s home newspaper. 


argest evening newspaper in America R.O.P. editorial and advertising color 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison 
Avenue * Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker 
Company in Detroit * Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 


DISPLAY PIECE for current General 


Foods Minute Rice promotion. 


Now It's Tuna and Rice 
In Joint Industry Promotion 


But this fall you will be in competition with Tomacaroni 
Stew, Mile-High Cherry Chiffon Pie, and an Apple Sauce 
and Apple Products promotion. It's all part of Can Manu- 
facturers Institute program built on tie-in sales plans. 


Americans are eating a lot of Min 
ute Rice, canned mushrooms and 
canned tuna this month. Much of it 
is combined in a casserole dish called 
“Tuna Rice Pronto,” advertised and 
merchandised by General Foods 
Corp. Behind this Minute Rice pro 
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gram promoting the three food pro 
ducts are the joint supporting efforts 
of the Can Manufacturers Institute, 
the Mushroom Canners League, and 
the Tuna Research Foundation—and 
thousands of grocers throughout the 
country. 


Organizing  related-item 
tions of its own, and supporting 
similar programs of members of the 
canned food industry are almost rou- 
tine for the seven-year-old Market 
ing Bureau of the Can Manufact 
urers Institute of New York City. 
Through the Marketing Bureau, the 
Institute has brought together manu- 
facturers of paint, can openers, vari 


promo 


ous food products; and a number of 
associations. 

In some cases the Marketing 
Bureau has actually created commod 
ity associations, such as the Mush 
room Canners League, the Associated 
Independent Canners, the Associated 
Blue Lake Green 
Each promotional 
signed to 


Bean Canners. 
campaign is de 
attract the advertising, 
merchandising and publicity support 
of major manufacturers—in a joint 
effort to move more merchandise off 
grocers’ shelves. 


mushroon 


In support of the 


ning industry, the Marketing Bureau 
worked with General Foods Corp. 
to develop that company’s support 
within the structure of the “Tuna 
Rice Pronto” promotion it had al- 
ready planned with the Tuna Re- 
search Foundation, Originally the 
“Pronto” recipe did not call fo: 
canned mushrooms as an ingredient. 
However, CMI promised General 
Foods the support of the Mushroom 
Canners League if that company 
would include a specific mushroom 
variation of the recipe in its national 
advertising. In return, the Mush- 


A proud 
Announcement 


Madison's Dominant Station 
joins 
Americas fastest growing Network, 


Effective Sept. 29, WK( 
Wisconsin's first televi 
comes a primary 
of the American Broade 
the fastest growing netw 
An outstanding line-up ( 
the proved quality of |] 


room Canners League would not 
only supply General Foods with ad- 
ditional display material (and this 
was important to GF), its members 
would—through their own brokers 
and sales organizations—distribute 
this display material, thus increasing 
merchandising coverage the 
motion at the retail level. 

The promotion was timed to break 
early in September, to coincide with 
National Tuna Week, September 13 
to 22, with the consumer publicity 
support of the National ‘Tuna Re- 
search Foundation. National 


Tor pro- 


adve1 . 


IW-TV, southern 


sion station, be- 


interconnected affiliate 


‘asting Company, 
ork in the nation. 
f network shows, 
ocal originations, 


the loyal audience, the fabulous low cost 


per thousand 
TV, channel 27 in Madi- 
son, Wisconsin. 


WKOW-TV 
MADISON , WIS. 


HEADLEY-REED Tv 


all yours on WKOW- 


Chaunrel 27 


supporting the program in- 
cludes full-page four-color advertise- 
ments in the September issues of 
Ladies’ Ilome Journal, Good House- 
keeping, Better Homes and Gardens, 
and Sunset. General 
promoting the recipe on its network 
TV programs: “December Bride,” 
“Our Miss Brooks,” and “Topper.” 

Well in advance of the promotion 
period were alerted to the 
campaign through the distributive 
channels of General Foods, the 
industry, and the Mushroom Can 
League. In mid-August, GF 
salesmen received over 16,250 merch 
andising display kits and a separate 
supply of 25,000 additional Mush 
room Canners League shelf talkers 
for key distribution. 

The underlying behind 
kind of effort on CMI’s part is t 
crease the sale of canned 
accomplish this, the 
major steel companies has been en 
listed. Among them are United States 
Steel, Jones & Laughlin Stee! Corp., 
National Steel Corp., and Weirton 
Steel Co. 


tising 


Foods is also 


grocers 
tuna 


ners 


this 


aim 


foods. 


support of 


Profits for Steel Makers 

The 
because 
steel. 


to sell more 


interested 
pte 
990% 


steel companies are 
the 


‘The Can 


common Can is 
manufacturers 
cans to their customers 

the food and commodity packers. 
In promoting recipes to the 
the steel companies are selling 
steel and cans, as well 

CMI's biggest effort each 
the development of food recipe 
motions, supported by steel company 
advertising. But one of the 
cessful promotions of recent years has 
been the “Spruce Up, It’s 
campaign to sell paint—which also 
comes in cans. The 1956 promotion, 
the fourth such event, attracted the 
greatest related manufacturer partici 


want 


con 
sumer, 
as foods. 

year is 


pro 
most suc 


Spring” 


pation of the series. 

Weirton Steel Co. spearheaded the 
promotion with a_ full-page, 
advertisement in the April is 
Tlouse Beautiful and Better 
Tlomes and Gardens. As is usual in 
promotions of this type, the Market 
ing Bureau of CMI supported it 
with full-scale consumer and trade 
publicity, reaching to nearly 200 tele- 
vision 350 radio stations, 
and the major wire services and news 
syndicates. 

As the coordinator of this pro- 
motion, CMI aimed at developing 
the greatest amount of related pro- 
duct support. The Retail Paint & 
Wallpaper Distributors of America 
developed a special window display 
unit and distributed it to all retail 
paint and wallpaper outlets and to 


Tour- 
( olor 


sues of 


stations, 
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HOW LIFE FITS YOUR MARKET 


There are 65,000,000 people 
working in the U.S. 


Y 


S 6 ( 


and 1. out of 5* of all people working 


are reached by an average issue S LIFE 


In no other medium can an advertiser start with so large a 

share of the market and be sure he’s getting it. This is one of 

the good reasons why advertisers of life insurance, for example, 

spend more of their dollars in LIFE than in any other maga- 
‘Based on: A Study of Four Media, zine. LIFE’s total audience of 26,450,000* weekly is larger than 
by Alfred Politz Research, Inc. that of any other magazine. 
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one of the 


FIRST 100 
MARKETS 


OVER % MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND * MOLINE « €£E. MOLINE 


Quad-Cities' Largest 
Combined Daily Circulation 


The Moline Dispatch 
The Rock Island Argus 


THE ALLEN-KLAPP CO. Notionc!l Representotiv 


New idea for your company’s 
Christmas giving—exciting 


gourmet packages from Field's. 


JUST 

TO WHET 
YOUR 
THINKING 


You select the foods, the candies 
from our long list of holiday 
delicacies ... we design the wraps 
especially to your firm’s taste 
and business... and deliver them 
to your customers. Write 

The Pantry —Seventh Floor, or call 


STate 1-1000, local 672. 


Mishel els lope 


interested paint manufacturers, Over 
10,000 local outlets supported the 
program. The two publications which 
carried the consumer advertising co- 
operated. Leading paint manufact- 
urers throughout the country also de- 
veloped their own display material 
tying in with the program. 

One campaign which lent itself 
to participation by a large number 
of related ingredient manufacturers 
was the 1955 Quicknic promotion. 
This was spearheaded by a US. 
Steel four-color advertisement in 
McCall's Magazine and in The Sat- 


. urday Evening Post. CMI, as coord- 


inator, produced over 7,000 merchan- 

dising display kits for grocers. Each 

kit contained over-the-wire hangers, 

shelf-talkers, mat order blanks, idea 

sheets, and blowups of the U.S. Steel 

advertisement. These 16 major 

manufacturers participated : 

Hellman’s Mayonnaise (Best Foods, 
Inc.) 

Crosse & Blackwell Barbecue Relish 

Vaughan’s Flex-Roll (Vaughan 
Mfg. Co.) 

Brillo Mfg. Corp. 

Van Camp’s Pork & Beans 

Planter’s Cocktail Peanuts 

Underwood Deviled Ham 

Chef Boy-ar-dee Spaghetti & Meat 
Balls (American Home Foods) 

Maine Sardine Industry 

Hunt’s Catsup (Hunt Foods, Inc.) 

Beer (U.S. Brewers Foundation) 

Heinz Hot Dog Relish (H. J. Heinz 
Co.) 

Dixie Cups 

National Pretzel Bakers Institute 

Nescafe (The Nestle Co.) 

Hi-C Corp. 


Some Went "All-Out" 

The extent of participation by in- 
dividual companies varied, but some 
gave far more than stereotyped atten- 
tion to Quicknic’s marketing poten 
tialities, For example: To promote 
its “Family Drink,” Hi-C Corp. ran 
a two-color, 1000-line advertisement 
in 340 newspapers with a combined 
total circulation of over 34 million. 
The advertisement’s headline tied in 
with the over-all campaigning: “It’s 
really a QUICKNIC,” and the 
largest single element of the illustra 
tion was the Hi-C can itself. 

By the end of 1956, three other 
major CMl]-inspired promotions will 
have been staged: Tomacaroni Stew, 
Mile-High Cherry Chiffon Pie, and 
an Apple Sauce and Apple Products 
Promotion. 

Though scheduled for November, 
the spadework for the ““Tomacaroni 
Stew” promotion has virtually been 
completed. Kicking off the promotion 
which CMI has developed on behalf 


of the tomato canning industry was 
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‘Listen, Horatio, | say Ogden-Salt Lake-Provo is one of America’s 
first forty markets.’’* 


The Salt Lake-Ogden-Provo Tri-City market— 
a brand new member of the first 40 markets of America . . . 
the heart of a booming 28-county market. 


TRI-CITY 549,000 pop. @ 137,800 TV Homes 28-COUNTY MARKET 846,200 pop. @ 209,000 TV Homes 


“SALES MANAGEMENT—40th Lorgest “STANDARD RATE & DATA SERVICE—35th Largest 


KUTV KTVT KSL-TV 


CHANNEL CHANNEL CHANNEL 


Avery-Knodel, inc. Katz Agency, Inc. CBS-TV Spot Sales 
National Representatives | National Representatives National Representatives 


SALT LAKE CITY, UTAH 
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no.! specialist 
in local moving! 


Prompt service from the nation’s largest 
moving organization is assured you by 
more than 2200 modern Allied vans and 
by expertly trained drivers serving you 
throughout the U.S.A, and in Canada. 


ALLIED VAN LINES e 
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FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, II. 


WORLD’S LARGEST LONG-DISTANCE MOVERS 


a two-page, four-color spread featur- 
ing tomatoes as “Our Number One 
Canned Product.” The National 
Steel Corp. ran this advertisement in 
late July and early August issues 
of Time, Newsweek and Business 
i 7. k. 

Spearheading the actual promo- 
tional and merchandising activities 
will be a full-page, four-color adver- 
tisement of Jones & Laughlin Steel 
Corp. in the November 3rd issue of 
The Saturday Evening Post. The 
appearance of this advertisement will 
mark the beginning of a nationwide 
consumer and trade publicity pro- 
gram and retail merchandising drive 
to move canned whole peeled toma- 
toes off grocers’ shelves. 

In the period between the appear- 
ance of the advertisements of Na- 
tional Steel and of Jones & Laugh- 
lin, there will have been intense be- 
hind-the-scenes activity in laying the 
groundwork for retail acceptance of 
the promotion. 


Variety of Tie-ins 


As an example of the variety of re- 
lated manufacurer participation in 
such promotions, take the current ac- 
tivity of the Angostura Bitters Co. 
Since Angostura Bitters is an ingredi- 
ent in Tomacaroni Stew, the com- 
pany is giving threefold support: con- 
sumer publicity directed to 600 radio 
stations; consumer advertising of the 
recipe itself in Esquire, Cue, The 
New Yorker, and Fortnight; and the 
distribution of point-of-purchase ma- 
terial to grocers through Angostura’s 
brokers and their sales forces. This 
material will include shelf-talkers, 
reprints of the Jones & Laughlin 
Steel Corp. advertisements and other 
items. 

Various other manufacurers are 
joining in. For example, 17 regional 
macaroni manufacturers have been 
invited to participate. One of these, 
Gooch Food Products Co., Lincoln, 
Neb., will develop and distribute its 
own tie-in material to 12,000 grocers 
throughout its territory and will also 
work through the 5,000 Independent 
Grocers Alliance stores, on a nation- 
wide scale. Gooch has also planned 
special consumer advertising on its 
own TV _ demontration programs, 
special spot announcements on radio 
stations, and tie-in newspaper adver- 
tising—all designed not only to sell 
Gooch Macaroni, but canned toma- 
toes, and to promote the nationally 
advertised recipe. 

Media cooperation has also been 
assured. The Saturday Evening Post 
has agreed to distribute newspaper 
tie-in mats and display reprints of 
the advertisement to 7,000 advertis- 
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Which brands lead in lowa? 


What products are gaining in use? 


BRAND INVENTORY 


How do lowa rural-urban buying habits compare? 


m 15 
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IOWA BRAND INVENTOR 


(ready NOW to mail to you) 


The industrial evolution in Iowa is causing significant 
changes in the Iowa market. Differences in rural vs. 
urban buying preferences and buying habits have all 
but disappeared. New brands are making inroads on 
old established brands. Use of certain products is 
increasing rapidly. If you have anything to do with 


the marketing of a product in Iowa you'll want to be 
brought up to date on this major midwest market. 
The 1956 lowa Brand Inventory, a comprehensive 
report on consumer brands and products in the homes 
of lowa subscribers to the Des Moines Sunday 
Register, gives you the current picture. 


@ Reports % of use of 171 products in 4 categories 
1. Drugs (medicants, toiletries, cosmetics). 2. Groceries. 
3. Appliances. 4. Auto-farm-miscellaneous. 


@ Separate city-town and farm reports 
The 1956 Iowa Brand Inventory again shows you sepa- 
rately the percent of city-town families using a given brand 
and the percent of farm families using the brand. 


@ Reports the trends since 1950 


The record up or down of established brands, the impact 


of new brands, the acceptance of new products . 


. . these 


significant developments are all clearly shown. 


The market it covers* 

The Iowa market, made up of 2% million 
people with a total income $4'% billion. A 
market that spends more than $3 billion in 
retail sales — 10% above the national per 
capita average. : 


Send for your free copy 

1956 Iowa BRAND INVENTORY. 

TODAY . . . write on your company letter- 
head to Research Department, Des Moines 
Register and Tribune, Des Moines, Iowa. 


1956 


* One medium covers this market, reaches two out of 


three families in lowa’s 99 counties — the Des Moines 
Sunday Register, all lowa’s newspaper. Covers a 
state better than most metropolitan newspapers cover 
their city of publication. 


DES MOINES 
REGISTER ann [TRIBUNE 


GARDNER COWLES, President 


Circulation: Daily 364,744 — Sunday 525,147 
Represented by: Scolaro, Meeker and Scott, 
New York, Chicago, Detroit, Philadelphia: 
Doyle and Hawley, Los Angeles, San Francisco 


tt 


COM PLETE SATURATION 
—_— 


Advertisers who are submerged in ov« rflowing budgets 
will appreciate the newspaper situation in South Bend. 
For here, in Indiana’s 2nd market, you can saturate the 
Metropolitan Area (93.6% coverage) with only one news- 
paper. Milline rate is far below the average of compar- 
able newspapers. No other newspaper we know of 

rovides saturation so economic ally. 
<=> fendi is one of the Nation’s richest markets. 


Ou facts. Write for free market data book. 


Che 


South Bend 
Cribune 


Franklin D. Schurz — Editor and Publisher 


, BROOKS & FINLEY, 


Besides, South 
Get all the 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


* NATIONAL REPRESENTATIVES 


ing retail grocers. CMI will also in 
vite the participation of some 6,000 
retail outlets that have gone into 
previous programs, The Mushroom 
Canners League, salad oil processors 
and an evaporated milk canner have 
ilso been invited to join in. The cam 
paign is being publicized to the Na 
tional Restaurant Assn., and to rest- 
aurant and institutional jobbers. 
Though differing in details, the 
Apple Products and Mile-High 
Cherry Pie promotions follow the 
general outline of that for Tomaca 
roni Stew. The canned red sour pit 
ted cherry industry will be a majo: 
beneficiary of the Mile-High promo 
tion, running through October and 
November. The other, running 
through the holiday period, Thanks- 
giving through Christmas, is designed 
to move off grocers’ shelves such prod 
t canned applesauce, apple 
slices and apple juice. Each will be 
haracterized by advertising, con- 
sumer publicity, and retail store 
merchandising on a national scale. 
Principal sponsors of the Miile- 
High Cherry Chiffon Pie promotion 
ire the Weirton Steel Co. (which 
will run a full-page, four-color ad 
vertisement in the November issues 
of Better Homes and Gardens and 
House Beautiful, through Campbell- 
Ewald Co.); National Red Cherry 
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Institute; Sunshine Biscuit Co., and 
Borden Milk Co. Others, whose pro- 
ducts are used, or could be used, will 
probably join in the promotion. And 
there’s a helping hand from Oneida 
Ltd., which donated 70 Community 
Silver Pie Servers in the “South 
Seas” pattern as gifts to those at 
tending a Food Editors Luncheon 
announcing the promotion. Oneida 
will also distribute to its dealers 
5,000 four-color reprints of the 
Weirton Steel advertisement for dis 
play. (The advertisement shows 
Community “South Seas” 
vith credit line. ) 


ple serve! 


Apples, Turkey and Steel 

Major sponsors ot the apple prod 
in addition to CMI 
are Jones & Laughlin Steel Corp. 
(which will spearhead the promotion 
with a four-color, full-page adve: 
tisement in the November 24th issue 
of The Saturday Evening Post), the 
Processed Apple Institute, and the 
National Turkey Federation. Since 
apple sauce will be specified as an in- 
gredient of turkey stuffing, the tur 
key industry has promised full-scale 
cooperation. Others who will prob 
ably participate at various levels and 
in varying degrees, are processors of 
gelatin, spices, raisins, mayonnaise. 

An advantage of the programs is 


ucts program, 


that they are flexible. They permit 
regional participation, an outstand- 
ing example being that of the 17 
macaroni manufacturers in on the 
Tomacaroni Stew campaign. 
There are also opportunities for the 
ndividual grocer to push particular 
tems, through his own advertising 
or related-item displays. Thus 
though the emphasis is on canned ap 
ple products, during the apple cam 
paign, there’s nothing to prevent a 
grocer from trying to sell more fresh 
ind dried apples at the same time 
Considering its comparative youth 
seven years) and its operation un 
ler a limited budget, the Can Manu 
facturers Institute has made quite a 
dent in the merchandising world. It 
does not spend money on advertising, 
but acts as a coordinator of inter-in 
dustry promotions, The campaigns 
has developed have entailed the ex 
penditures of more than a million 
dollars. Because the expense is shared 
by so many, the burden on any indi 
vidual participant is never oppressive. 
Inter-industry and _ related-item 
promotions are not new. But there is 
much to be learned from study of the 
broad scale and the efficiency of the 
CM|I-inspired campaigns, and the 
various methods of inducing strange 
bedfellows to work together har- 
moniously and profitably. The End 
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PROSPECTS... 


with the Yellow Pages Emblem in your national advertising! 


Quickly, visually, effectively the Yellow Pages 
emblem directs readers to your dealers...when you 
use Trade Mark Service in telephone directories. 
The emblem itself is now being promoted in 
leading consumer magazines to increase its value 
to advertisers still further. 


Join the list of well-known advertisers who are 
flagging down more customers by taking advan- 
tage of this Trade Mark Service program. 
Identify your outlets in the Yellow Pages with 
Trade Mark Service and display this emblem in 
your magazine, TV and billboard advertising. 


If you are not now a Trade Mark Service user, contact your local telephone business office today for full information. 


SEPTEMBER 21 1956 


109 


“If you were looking for a medium 


costs a little over *10,000—each— 


Dh IRs oe 


Sree 2 Sasa Ankles, 


Ford’s Continental 


Eyes Lush Markets 


By George W. Parker 
DETROIT 

If you were looking for a 
medium to advertise a product 
which cost a little « $10,000 

- each — where would you 
look? 

The looker is the Continental 
Division of the Ford Motor Co 
The product is the super-duper 
Continental Mark II, which 
made its debut in October of 
last year 

Newspapers had a $300,000 
share in the announcement 
splurge. Since that time they 
have received about 11% of 
the Continental advertising 
budget, spent in nearly 100 
newspapers, mostiy at auto 
show time 

W S J Series 

In May, however, Continer 
tal began a series of ads in the 
Wall Street Journal which runs 
into June 

The Continental advertising 
campaign via Young & Rubi 
cam, Ine conce 
magazines and 
which definitely 


advertising for 
Division, explained this week 
why Continental had to be so 
exclusive, advertising-wide, ir 
selling the exclusivene f its 
nd-made beauty 
Continental i ying 
I think 


come of 
home 
Said.) 
We have 
hard-working car lover paying 
$5,000 down and nearly $400 
a month on the balance, but 
that kind of buying is not 
general 
“When you go looking for 
someone to spend $10,000 on 
you cant scatter your 
using the mass media 
) Because survey show 
us that there are only around 
S 
1 


the $50,000-a 


00,000 pe or 
who qualify ir 


year-or-over class 


“Accordingly, we have to p 


ou budget magazines 
which go to 

group. The Wall 

nal, because it goes to the fir 
anciers, industrialists and bus 
ness men who earn that kind 
of money, was chosen for our 
six-week series of three quar- 
ter page ads.” 

Statistics 

Mr. Wilson came up with 
some general statistics on big- 
people. Continental's 

eys found that there are 
15,977 individuals in the U. S 
with a net worth of a million 
bucks or more. 

Some 1,000 boast a net 
worth in excess of $500,000; 
106,978 have $250,000 or more 
and 254,464 are worth more 
than $100,000. 


money 


Armed with these statistics, 
some 652 Continental dealers 
(they are sold by Lincoln-Mex 
cury dealers) have sold more 
than 2,500 since the introduc 
tion in October. William Clay 
Ford, Ford vice-president and 
head of the Continental Divi 
sion has forecast that 4,000 
will have been sold by the time 
the 1956 books are closed out 

"56 Sales Goal 

In other w 

25,000,000 wort! 


Id and $40,000,000 


Some Publishers Buy 
“Most of our sales are 
business men,” Mz: Wilson 
said. “About three percent are 
to publishers (no breakdow 
on what kind). Some to scree 

stars, of course.” 


—By courtesy of Editor & Publisher 


Makers of the famous 
Continental Mark II, 

Ford Motor Company had to find 
the answer to this very question. 
They looked hard. 

In a recent issue, Editor & Publisher 
magazine carried an interview 
(story at left) 

with the advertising director 

for Ford’s Continental. 

It tells you how and why 

The Wall Street Journal 

was singled out to play 


such a dominant role. 
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to advertise a product which 


where would you look?” 


- Here’ s a a MARKET t that's really SUPER! 


2 


Whether your product sells for thousands, or by the 
thousands, The Journal can launch and sustain your sales 
effort with tremendous results. Every working day, the men 
who keep getting ahead in business shop the pages of The 
Wall Street Journal for personal and business buying sug- 
gestions. And you can reckon your potential volume even 
beyond The Journal’s own dynamic, class-in-mass circula- 
tion of 413,576 subscribers of extraordinary buying means. 
For, as many an advertiser can tell you: what The Wall Street 


Journal reader learns to favor, others will yearn to possess. 


You can have a free book that tells you all about this prized market 
and the unusual medium that covers it so outstandingly. We call 
the book, “The Index to Buying Power.” It may help you discover 
a new continent of sales opportunities. Just ask any Wall Street 


Journal advertising sales office for a copy 


published at: 

EASTERN EDITION MIDWEST EDITION SOUTHWEST EDITION PACIFIC COAST EDITION 
NEW YORK and WASHINGTON, D.C CHICAGO DALLAS SAN FRANCISCO 
44 Broad St. 1015-14th St., N. W. 711 W. Monroe St 911 Young St. 415 Bush Sc 
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CARAMEL 


PILLSBURY is betting heavily that its new cakes will be preferred. 


Pillsbury Scraps Its Cake Mixes, 
“Starts All Over Again’ 


Why is the firm that pioneered cake mixes and is battling 
General Mills for No. | sales position taking this drastic 
action? What will its effect be on Procter & Gamble's 
Duncan Hines line, on General Foods and Dromedary? 


Announcement this month of a ove 


brand new cake mix by Pillsbury with new formulas, new ingredients, 


again in the cake mix business 


Mills, Inc., seems likely to set off a 
merchandising and advertising battle 
that will dwarf even the initial fight 
some 10 years ago, for that fantastic 
field for promotion. 

There have been these recent de- 
velopments... 

Pillsbury, the Minneapolis 
company that got the jump on the 
field with its first “complete” cake 
mixes, announced it was starting all 
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and a new package design. 

. . » General Mills, first in volume 
in the cake mix field since it over- 
took Pillsbury but pushed hard fo: 
that place in the past six months, has 
clamped down hard on its normal 
outlets of information, but conceded 
that a “notable announcement could 
be expected within a_ reasonable 
length of time.” 

Duncan Hines cake mixes 


produced Dy Hines-Park Foods, Inc., 
recently sold to the Procter & Gan 
ble Co., are expected through the sale 
to break through regional limitations 
and become a nationally pushed prod- 
uct in the Procter & Gamble sense 
of the word. 

This is strictly a blue chip opera- 
tion, as evidenced by the fact that 
some six million packages of cake 
mixes are sold every year. Less than 
10 years ago, only one out of 10 fam- 
ilies knew anything about cake mixes; 
now eight out of 10 families buy 
cake mixes regularly. 

Pillsbury stepped off in the cur- 
rent warfare with a closed circuit 
telecast from Los Angeles to Chicago 
to New York which was emceed by 
Pillsbury’s television personality, Art 
Linkletter, Paul S. Gerot, Pillsbury 
president, outlined cake mix history. 


SALES MANAGEMENT 


Owens-Illinois... 


is the largest domestic glass company, with sales exceeding 


$370 million... produces about 40°, of the industry’s 
output.* But these impressive figures cannot convey the 
extent of the firm’s contribution to our everyday life. 

Mere size is not always a full measure of value. Consider 
SUCCESSEUL FARMING, with 1,300,000 circulation—but 
reaching 42°, of all US farms earning $10,000 or more 
-..an $11 billion market. 

lhe SF farm subscribers are big buyers because they 
are big sellers... sell 53° of all corn harvested for grain, 
57° of the hogs, 38°, of the cattle and calves, 44°,, of the 
dairy products. With highly mechanized and efficient farms, 
they continue to make high incomes... averaged $10,260 
last year, from farming alone. 

SUCCESSFUL FARMING with more than fifty years of service 
has an influence in its market no other medium can match 

..is the most effective means of selling the nation’s best 
farmers—needed by every national advertiser to balance 


national schedules, get maximum sales! Ask any SF office. 


dard & Poor’s Industry Surveys, Apri 


MeREbITH PUBLISHING CompaANy, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


Ruth Andre, head of Pillsbury’s 
home service center, told how the 
various cake mixes were to be used. 
Linkletter had his daughters on the 
telecast to show how the cake mixes 
had been (1) used in the early 
stages of mixes, (2) how they cur- 
rently are being used and (3) how 
they will be used when Pillsbury 
gets through with an advertising and 
merchandising campaign that is 
geared to national presentations in 
television, newspapers and magazines. 

What the television show did not 
reveal was some facts Pillsbury has 
gathered... 

that 21% of the women who 
make cakes want a “complete” mix 
such as Pillsbury produces. 

. that another 21% of the wom- 
en cake makers want to be able to 
add an egg or two, or some flour. 

. that 58% are what are called 
in the trade “shopping tramps,” who 
can be swayed by new ideas and ad- 
vertising, merchandising and promo- 
tional stimulations. 

Pillsbury, first in the complete 
cake mix idea since its novelty phase, 
openly was seeking a larger slice of 
that 58%. It was using the approach 
that the company constantly has 
sought a better product more accept- 
able to the homemaker. 


One-Step Cake Mix 


Pillsbury says it is offering a new 
cake mix that accurately reflects the 
housewife’s taste in cake flavor, that 
it is a new one-step cake mix, in six 
flavors, and that it is the “biggest 
revolution in cake mix formulation 
since the first mixes went on the 
market in 1948.” 

Key ingredient in the new formula 
was described as a “unique shorten 
ing which literally explodes into tiny 
droplets throughout the mixture as it 
bakes.”” Gerot said on the telecast 
that “no one, not even Pillsbury, has 
been able to produce such a cake mix 
before.” 

What was different about it? 

Pillsbury information said it con 
tained: added compared 
with previous mixes, in which cooks 
could add their own extract flavor 
ngs, nuts, chocolate chips; improved 
flavoring . . . but coupled with the 
flavor of each ingredient the balance 
provides better tasting cakes; the new 
shortening; a “new, softer, kind of 
cake flour; a new, fast-action bak- 
ing powder; a specially milled, extra 
fine sugar. 

Competitors scoffed at 
Pillsbury’s claims. 

They (and that includes Drome- 
dary and General Foods’ Swans- 
down) said that a highly competitive 


tolerance 


some ot 
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market is becoming even more com- 
petitive and that regional markets of 
some companies are in the process of 
expanding to the national scene. 
Duncan Hines, for instance, which 
in the past has been merchandised 
heavily in the Midwest, is expected 
to go into a national proposition. 

An impartial reporting service 
shows that General Mills currently 
is in first place in the cake mixes on 
volume basis; Pillsbury, second; 
Duncan Hines, third; Dromedary, 
fourth, and General Foods, fifth. 
That list, however, is on the basis of 
sales reported within the past six 
months, and the ranking is subject 
to change, especially in the two 
leaders. 

‘There seerns to be little question 
that Pillsbury was out in front‘ in 
the early stages of the cake mix field 
because it had adequate plant facili- 
ties, but General Mills moved in 
within a short time. 

The process of introducing a new 
product has advanced in the cake mix 
field to the point where Pillsbury is 
believed to have spent $50,000 on 
the television show and _ incidental 
promotions such as sampling. The 
new mix blanketed the country, going 
to such groups as home economists, 
teachers, all Pillsbury employes, 
stockholders, wives of mayors in 
small communities and wives of gro- 
cery executives. 

Elaborate advertising spreads in 
magazines and newspapers, and tele- 
vision shows are geared to follow the 
opening announcements. 

Pillsbury’s old reliable salesman, 
Arthur Godfrey, over CBS-TV and 
radio will talk about the cake mixes, 
commencing in the last week of Sep 
tember. Pillsbury messages will be 
seen during the Art Linkletter CBS 
TV show Tuesdays and Thursdays, 
2 :45-3 p.m. 

Print advertisements will appea: 
in October in Life, Ladies’ Home 
Journal, McCall's, The 


A meri an 


Weekly, Parade, and This Week. 

Newspaper advertisements will be 
published at dates and in media se- 
lected by local Pillsbury managers. 

In the final stages of the intro- 
ductory promotional effort Pillsbury 
had an “operation cake lift’ in 
which the company air-lifted freshly 
baked cakes to all past winners of its 
famous bakeoffs in New York. That 
involved some 700 deliveries to in 
dividuals. 

In 1953 Pillsbury gave research 
ers this assignment: “Find out what 
sort of cake American housewives 
really want; then formulate a cake 
mix which will meet those stand 
ards.” 

Women will say they want a rich, 
moist, tender cake. But just what 
does that mean? How rich, how 
moist, how tender? And just what 
exact balance of qualities do they 
want? 

Previous attempts to answer these 
questions had resulted in tremendous 
improvements in cake mixes. But the 
improvements had always reflected 
the whims, notions and impressions 
of industrial home economists, sales 
executives and advertising people. 
Somebody said the housewife likes a 
taller cake, so the company formu- 
lated a cake that would be taller. 
Someone else said there must be a 
sweet-tasting cake, so the laboratories 
produced a sweet cake. 

These cakes were market-tested 
and housewives loved them—because 
they were always new and always bet- 
ter. But the housewife said, ‘“They 
are not as good as the cakes I bake 
myself.”” More often she said, “The 
cake I really want is the kind my 
mother used to bake—rich, moist and 
with lots of flavor.” 

Pillsbury’s research team decided to 
make an analytical approach to the 
problem. What are all the separate 
ingredients in a cake? They listed 
them. Then they worked out all the 
possible combinations of these in- 


COMING OCTOBER 5 
A New Department in Sales Management 
"Sales Promotion Idea File" 


to be written and edited by 
Larry Schwartz, president 
The Wexton Advertising Agency 
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“extreme” high 
and low levels of each ingredient. Re- 
sult: a total of 32 freak cakes, some 
with high sugar, low shortening ra 
tios; others with more or less flour 
or albumen. ‘Then the researchers set 
about asking 
them. 
Obviously, no one woman could 
taste 32 cakes and retain her judg 
ment as to preference. She would 
soon develop sensory fatigue. Here 
was a real problem in creative mathe- 
matics. At this point the research ex- 
perts joined hands with the scientists. 


gredients, based on 


housewives to rate 


WA7 $7 Ss-"I" WW 
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They devised an intricate system 
whereby it was possible to have each 
woman taste only two of the varia- 
tions and indicate her preference on 
a nine point scale. It would take 496 
women to check out an entire batch 
of 32 cakes. To insure accuracy the 
scientists planned to test several 
batches. 

Washington, D.C., and Greate 
Chicago were chosen as test cities. 
Washington was selected because 
people from all over the United 
States live there. Many of them are 


ecent arrivals and carry their re 
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gional taste patterns with them. Chi- 
cago was chosen because it lies in the 
middle of the nation’s- biggest cake 
mix sales area. 

Then the researchers called the 
weather bureau for long-range fore- 
asts. They needed several days of 
even temperatures and even humidi- 
ties, so that the test cakes would all 
be baked under similar conditions. 
When the atmosphere looked right, 
temporary kitchens were set up in 
rented halls. Skilled home economists 
began baking batch after batch of the 
32 unusual cakes. An army of re- 
searchers took off, cakes under arm, 
to interview housewives throughout 
the test cities. 

When the taste-testing job was 
finished, the research men put the 
nine point scores through a tabulat 
ng machine and sat down to analyze 
the results. 

Well, you might have guessed it. 
Housewives want their cake rich and 
they want it sweet. But, of course, 
the question has been how rich and 
how sweet. By careful computation, 
the ideal cake was calculated from 
the hundreds of returns. And with 
great precision. Probably for the first 
time there was an exact definition of 
cake quality, in terms of what house 
wives want. 


Promotion Is Bigger 

Pillsbury considers the 
promotion much bigger than the first 
in which it presented cake mixes in 
volving a new formula, a new mixing 
method and new labels. 

The Pillsbury company still re 
fuses to divulge what percentage o 
its total business is wrapped up in 
the cake mix proposition but there is 
little question that cake mixes repre 
sent a small percentage of the Pills 
bury total flour output but a large 

centage of Pillsbury profits. The 
published Pillsbury figures last year 


showed earnings of about $4™% mil 


urrent 


lion. 

In the hot cake mix trade fight 
pending there is a_ difference of 
opinion as to whether the adding of 
products is a benefit or a handicap. 
Pillsbury denies that women resent 
packaged food products as a reflec 
tion on their ability as homemakers. 
Its researchers tell them women want 
things easier and simpler. 

On the other hand, General Mills 
esearchers say the women they have 
interviewed want to be able to add 
such things as eggs and Wesson oil 
and make the final product a crea- 
tion of thelr own. 

The answer will come at the end 
of the merchandising, advertising and 
promotional campaign. The End 
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Six Steps to Successful Selling 


MMM MORE ADVERTISING HERE MEANS 


WM MORE SALES TIME HERE 


Business Publication Advertising keeps your sales 
story before all your prospects. It is good selling 


for today—a good investment for tomorrow. 


McGraw-Hill Publishing Co./ 


INCORPORATED | 


App 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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She's sold when she’s told: Yood ousekeeping guarantees it” 


The young wife goes to market fora very new kind However new her purchase, today’s young home- 
of beauty buy. For the first time she’s interested maker is confident when she sees your product dis- 
in protective beauty care, face cream to safeguard played in Good Housekeeping. She knows it has 


her young skin, starting now! But which 


to pick? Humectants? Liquid cleansers? 


Their names are new, even the forms are 
new to this consumer! No wonder she goes 
for the brands in Good Housekeeping, the 
one magazine she believes in implicitly. 


satisfied every technical expert in the 
renowned Good Housekeeping Institute, 
knows it meets our standards of quality, 
purity. Good Housekeeping’s Seal se//s 
her because it protects her—your assur- 
ance of our readers’ complete confidence. 


Retail Salespeople: 


Or Just in Need of Help? 


You may be underestimating the people behind your deal- 
ers' counters. A group of them, asked what they needed 
to improve performance, came up with many intelligent 
comments about things their suppliers could do to help. 


BY ARTHUR A. HOOD 


Editor, American Lumberman and 
Building Products Merchandiser 


A recent survey in durable goods 
industry indicates that consumer sales 
men and women are deeply interested 
in improving themselves and _ their 
performance. 

Through the cooperation of a num- 
ber of retail lumber and 
merchants, who 
the names of several thousand retail 


building 
produc ts prov ided 
sales employes, it has been possible to 
get a rather comprehensive report on 
the attitudes, frustrations, hopes and 
needs of retail salespeople. 


Answers Anonymous 
Questionnaires were prepared and 
No names 
There was nothing to 
prevent the employe from revealing 


sent to employes’ homes. 
were signed. 


his or her most secret thoughts and 
feelings. 

Simple questions were asked such 
as, “What can your company, your 


wholesale and manufacturing sup- 


pliers do to increase your personal 
sales volume? What helps are you 
now getting that vou like best ? What 
do you like least ? What helps do you 
need that you What 
re your most serious selling prob 
lems? What specific things would 
vou like to have provided that you 


are not getting? 


feel would better your performance ?” 

An analysis of the comments of 
these retail salespeople has been en 
lightening and to some extent en 
couraging. 

Negative comment was temperate 
and limited. The ‘don’t likes’ in 
cluded “poorly prepared literature,” 
“inadequate display material,” 
“poorly trained representatives,” “too 
selfish special deals,” “too many va 
product,” and “unsuy 
ported claims.” 

The ‘“‘like bests’? most 


mentioned were “product 


rieties of one 


SEPTEMBER 21 1956 


tion,” guides,” ‘“‘point-of- 


“selling 
purchase advertising’ and “promo- 
tional helps.” 

But it was in the area of ‘““What do 
you need to better your perform- 
ance?” that these retail salespeople 
really poured out their hearts and the 
comments became specific rather than 
general. 

Surprisingly, more than one third 
of the respondents mentioned the 
need for ways and means of meeting 
Apparently the 
frustrations from the price cutter and 
discount house are prevalent at the 
point-of-purchase as well as at the 
management level. 

The impelling needs and wants of 
these retail salespeople fall into seven 
categories. Typical 


quoted in each category. 


price competition. 


comments are 


1. The need for training in the 
fundamentals of selling. 

“(Give me some real case histories 
of how other salesmen have sold suc- 
cessfully.” 

“T need specific methods for im- 
proving my sales—not what to do so 
much as how to do it.” 

“More training in how to use 
monthly payment selling and build 
more and larger sales.” 

“T want to be taught how to think, 
how to make friends and how to get 
along with people.” 

“T need a better understanding of 
the principles and techniques of sales- 
manship and how to apply them in 
my day-by-day work.” 

“How to handle the ornery and 
dificult buyers.” 

“T want to know what the success- 
ful salesmen have that I haven’t got.” 


2. They need more and complete 
and better organized product infor- 
mation. 


Hopelessly Indifferent, 


“More information on how prod- 
ucts are made, what they are made of 
and how they are used.” 

“T need more data on what prod- 
ucts will do for my customers and 
why and how they do it.” 

“More sizzles.” 

“T need to know more about the 
related items that can be sold with 
products.” 

“YT would like a little booklet or 
pamphlet about each product, giving 
me the typical questions the customer 
asks and the right answers.” 


3. Training in the area of retail 
selling. 

“Some good examples of resource- 
fulness in handling the problems I en- 
counter.” 

“Teach me how to analyze my cus- 
tomers’ problems better.” 

“Training in capsule and digest 
form—readable educational material, 
short, explanatory, illustratable, be- 
lievable, lots of meat, little waste.” 

“How to analyze the real objec 
tion that is holding up the sale and 
how to overcome it.” 

“Specific ways to sell quality and 
service against price. I need some 
dialogue and conversation pieces to 
show me how to grade up the price 
buyer.” 

“Some practical ideas for related 
and suggestive selling so that I can in- 
crease the size of the average sale.” 

“Case examples of other salesmen’s 
successful techniques that are real.” 

“Tell me how to handle cut price 
competition—exactly what to do and 
say. 


4. They need more effective helps 
from manufacturers and wholesalers 
and their representatives. 

“Meetings conducted by producers’ 
sales representatives are pretty sad. 
They could bring us so much more 
help and information than they do.” 

“Suppliers’ sales representatives ig- 
nore us and high-hat us. The attitudes 
and actions of many of them show 
that they have never made a retail 
sale in their lives.” 

“Manufacturers 
complete answers to the objections 
buyers bring up.” 

“Manufacturer and wholesaler 
salesmen who will work as hard tell- 
ing, selling and showing me as they 
do the boss.” 


should give me 
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“Keep us up-to-date on any 
changes in products or promotions.” 

“Manufacturer and wholesaler 
salesmen who will go out and call on 
customers with me.” 

“Suppliers’ salesmen need 
training on how to help us.”’ 


more 


5. They need better equipment 
and tools for selling. 

“Application and use instructions 
on the package.” 

“Better counter pieces, explanatory 
literature and displays.” 

“Tags and labels that give the best 
reasons for buying the product.” 

“Handy charts to show monthly 
payments for any sales amount in any 
length of pay-off.” 

“T need a camera, colored slides 
and a projector to get more sales.” 


6. Their needs in the area of man- 
agement and supervision. 

“T want to be told the right way 
to do things. I need a job book telling 
me just what to do and how and 
when to do it.” 

“Ways to organize my time and 
work better.” 

“How to dig up prospects and in- 
crease my sales.” 

“T want to be brought up-to-date 
on merchandising know-how.” 

“T need more leads from consume 
advertising.” 

“T would like some hot selling tips 
and pointers to increase my sales.” 

“T want to be told how I can make 
myself useful in advertising, display 
work, and other things that will help 
me increase my income.” 

“T need some check lists for a daily 
checkup that will keep me on my 
toes.” 

“T would like to be told how I can 
make more money, how I can work 
up to be manager.” 


7. Needs in the area of inspiration, 
encouragement and human relations. 

“T would like a boss who would 
be as interested in the salespeople as 
he is in sales and profit figures.” 

“T wish the boss would tell me 
more often ‘how I’m doin’.” 

“T need some realistic goals and to 
find out how to grow in faith and 
confidence in my future.” 

“T want to know how to get closer 
to my boss and my fellow workers.” 

“A shot in the arm periodically. I 
want to know what will really make 
me successful like the boss.” 

“How to develop my mind, my per- 
sonality, my character, some inspira- 
tion for the dull, drab days.” 

“How can I impress on the boss 
that I need a raise?” 

Sales managers of companies selling 
through retail outlets should find con- 
siderable food for thought here. 

Admittedly, the monthly income of 
the retail salespersons surveyed 
($386) is higher than that of the soft 
goods industries but not enough high- 
er to negate the conclusions that may 
be drawn. On the whole, this response 
reveals that retail salespeople have 
their feet pretty well on the ground, 
have an earnest desire to improve 
themselves and their performance, and 
are not too naive about the help they 
need. 

A wise leader said, “The greatest 
mistake management can make is to 
underestimate the potentialities of 
people.” 

Each management reader will 
judge for himself the application of 
this thinking to his own personnel 
problems. 

May we suggest checking off the 
things you think your retailers’ sales 
employes are entitled to have—and do 
not have today. Then set out to secure 
and provide them, 

Probably nothing you could do 
would have a more constructive effect 
on your future net profits. The End 


was to have been Knoxville. 


Life, for him, was much too short. 


GERALD T. O'BRIEN 


An automobile accident August 22 took the life of Gerald T. O’Brien, 
divisional sales manager for Sales Management and Tide. Mr. O’Brien, 
on a business trip for this magazine, was motoring through the south 
when the accident occurred. He had just left Roanoke. His next stop. 


“Gerry” was 37 years old, and he had been with Sales Management 
since 1953. He had become well-acquainted with many of Sales Man- 
agement’s friends in the publishing and broadcasting business; he was 
recognized by them—and by us—as a loyal, competent representative. 
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leading equipment dealer says: 


“MY CUSTOMERS LOOK TO CONSTRUCTION EQUIPMENT 
FOR KNOW-HOW TIPS AND NEW PRODUCT DATA” 


“Goodness knows there are plenty of construction magazines. If people 

BEAL SHAW ranks as one of read them all, they wouldn’t have time to construct. But one that buyers 
the West's leading construction do read is CONSTRUCTION EQuIPMENT. Here’s why. It’s full of practical 
Paani dealers. His firm, Shaw know-how tips that even small firms can use in their work. Also it’s packed 
S - Service, , : : ‘ a 

ales & a booming with data on new equipment and other products. I boost CONSTRUCTION 
Southern California. In picture Mies h f I ’ I've f d it’s well 
(top) he is seen talking with job QUIPMENT to the manulacturers | represent because | ve tound its we 
super on A & P Construction Co. read and produces sales. That’s why we buy over 1,200 subscriptions for 
housing project near Los Angeles. our worthwhile customers and prospects.” 


Steady output— 
lowest cost per yard 


SMART IDEA How to pour concrete walls on ground, then USEFUL DATA How earthmover proved that working at 
tilt them into position. Tells all about materials, equipment, steady pace makes more profits than pushing rigs at top speed. 
methods, costs. 


IN CONSTRUCTION... 
MORE BUYERS READ 
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REVOLT: In Harlan, lowa, merchants were 
spending around $100,000 a year for trading 
stamps. Under the leadership of Norgaard’s Drug 
Store (left in photo), dealers got together, de- 
bated a year about the wisdom of pulling out. 
When they did so, they experienced no slump. 


RED OWL UNIT in Owatonna, Minn., gives and 
redeems Consumer Stamps, devotes three-section 
window to stamp promotion. Redemption center 
in store is an advantage in sustaining consumer 


interest, stimulating store traffic. 


Is a Dealer Revoit 


Drawing 
Against Trading Stamps? 


All is not rosy among the merchants who took on stamps 
either because they were sold on possibilities for increased 
business, or were pressured into stamps by competition. 
Many a dealer, with profits down, would like to get out. 


BY EUGENE WHITMORE 


All is confusion in the trading 
stamp blitz: 

1. Trading stamps are an old de- 
vice—but have boomed in past two- 
three years.* 

2. One merchant says, “Highest 
cost advertising plan we ever used.” 
Another merchant says, “They in- 
creased business 20%.” 


> 


3. Sales managers.report merchants 


two other reports on trading 
stamps, see SALES MANAGEMENT, Septem- 
ber 7: “Why Sears’ Trading Stamp Plan 
Flopped in Middle West Test” and “How 
S&H Sells above List.” 
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discouraged and unwilling to enter 
into proved sales promotion and ad- 
vertising plans which are known to 
move goods. 

4. Many merchants report in- 

creased sales, but cost so much higher 
that profits are lower or wiped out 
entirely. : 
5. More than 200 trading stamp 
companies are engaged in promotion 
operations, some of a high pressure 
type. 

6. In a few towns joint planning 
and a joint announcement by leading 
merchants have put an end to trading 
stamp deals overnight. 


A relatively small number of trad 
ing stamp companies have wangled 
themselves a sweet deal: 214% to 3% 
of the gross sales of perhaps 75,000 
to 200,000 retail merchants. Nobody 
seems to have more than a “guessti 
mate,” but this top figure may be on 
the conservative side. 

Many of these merchants feel 
trapped. They have been sucked into 
trading stamp promotion by what they 
imagine to be competition. Now many 
feel there is “no virtue in repentance 

for they have got to serve thei 
sentence,” as the old song goes. 

Let’s look at a few cases. Case 
one: Charlie Kelly’s Service Station 
(Humble Oil), Lockhart, ‘Tex. Kelly 
is the most popular service station 
man in Lockhart. He served in World 
War I—in combat in France. Some 
men in Lockhart remember Charlie 
dragging them through mud, out of 
the line of German fire. Naturally a 
number of them trade with Charlie— 
rading stamps or no trading stamps. 
But he went for stamps, hook, line 
and sinker. Competition in the gaso- 
line and oil business in Lockhart is 
intense. Charlie’s report: ‘These 
trading stamps are breaking me. I’m 
not making a nickel. Wish I could 
get out. But I’m scared to quit.” 

Case two: Norgaard’s Pharmacy, 
Harlan, lowa. A rich trading center 
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in western lowa. People like to slip 
away from Harlan, visit Omaha for 
their big-ticket shopping. The mer- 
chants in Harlan were giving away, 
according to five estimates including 
one by a banker, $100,000 a year in 
trading stamps. They debated a year 
about quitting. Finally quit. ‘“Didn’t 
hurt our business at all,” said the man 
at Norgaard’s—the brightest, cleanest 
best stocked of the four drug stores in 
Harlan. 

Case three: Algona, Iowa. The 
Cities Service Station. “Trading 
stamps stink. We are in the deal and 
can’t get out. All but two service 
stations in town are giving them out, 
and these two, we understand, are 
cutting prices on the sly.” A huge 
sign on the Cities Service station an- 
nounces, “100 Stamps Free if we fail 
to offer stamps with your purchase.”’ 
‘Two blocks away Leo Frankl, Phillips 
Service Station commission agent, a 
smart, lean, plain-talking gentleman, 
well-known in Algona, another of 
those rich, booming lowa farm towns 
where the farmers come to shop in 
Cadillacs and Oldsmobiles, reports on 
trading stamps. He did not want to 
be quoted and his language anent 
trading stamps was strong. But we 
gathered, like the minister who was, 
according to Calvin Coolidge, against 
sin, that Mr. Frankl was opposed to 
trading stamps, first, last and always, 
up one side and down the other. But 
he feels trapped, with all but two of 
his competitors passing out stamps. 

Note: Many service station oper- 
ators give away stamps on the total 
bill—which includes quite an item of 
taxes. If a drug store sells cosmetics 
and gives stamps on the total amount 


paid by the customer, it is giving out 
stamps, not only on the retail amount, 
but also on the tax. Some druggists, 
rather than engage in endless argu- 
ments with customers, include stamps 
on the taxes. 

Case four: The Lowry Hill Clean- 
ers, 1824 Lyndale Ave., Minneapolis. 
Your reporter took in his extra pair 
of pants for cleaning. When paying 
the bill, he asked, “You give away 
stamps?” There was almost an ex- 
plosion. We quote: 

“Mister, when you come here you 
don’t save no stamps. You save money. 
Mister, you pay for them stamps. We 
don’t give no stamps. We give qual- 
ity.” The voice was near-hysterical, 
and we got out of the Lowry Hill 
Cleaners on the double. Yes, some 
merchants are almost hysterical in 
their hatred for stamps—both those 
who do and those who do not give 
them with purchases. 

Case five: Standard Oil Station, 
on the outskirts.of Minneapolis, on 
Highway 169. Nice clean station. 
Friendly, attentive service. ‘The sign 
said “We Give S&H Trading 
Stamps.” Your reporter asked for the 
stamps. The attendant handed them 
to us with a smile. “Pretty rough. 
We give away stamps, ice water, air, 
and a cleaning job. Not much left 
for us. But we can’t sell unless we 
give stamps. Looks like everybody in 
Minneapolis gives away stamps.” 

Case six: ‘Merchants of Michigan 
Feel Trapped by Trading Stamps.” 
So goes the headline on a story in the 
Cadillac, Mich., News. The story 
reports that the merchants of Kala- 
mazoo, Mich., have put their foot 
down on trading stamps. A full-page 


Are Retailers Stuck? 


advertisement in local newspapers an- 
nounced the end of stamp giveaways 
June 17. David Moss, executive sec- 
retary, Michigan Retail Druggists 
Association, says, “The cost of a 
premium stamp program runs into 
considerable money, and there’s a 
question in the minds of the retail 
druggists whether or not it pays any 
dividends.” 

Case seven: Rusk Pharmacy, Es- 
therville, lowa. ““We are a new drug 
store. We began using trading stamps 
so we could have something different 
to offer. We think they are trade 
builders.” Perhaps a major reason 
why Rusk liked stamps was because 
he had the redemption center at his 
store. This attractive display of mer 
chandise brought extra traffic. 

Case eight: Cities Service Station, 
Storm Lake, Iowa. A gas war was 
raging there. Gasoline advertised on 
a big sign for 15 cents a gallon, plus 
tax. We asked for a fill-up. Operator 
said, “We give S&H Green Trading 
Stamps and they helped us build a 
big business. Now some jokers are 
trying to make us quit.”’ We asked the 
operator if he gave stamps on the tax 
portion of the customers’ bills. He 
answered, “Yes, we do.” 

Case nine: At Montgomery, Minn., 
we stopped at the Phillips Station, 
where Gold Bond stamps are dis- 
pensed with each purchase. Less than 
100 yards distant a Standard Oil sta- 
tion loudly proclaims, “S&H Green 
Trading Stamps Given Here.” Thus, 
as in a thousand other cases, one com- 
petitor cancels out his rivals by using 
the same bait. But the Apco station 
not far distant advertises ‘Free 


Coffee.” 


—Or Is There an Alternative? 


Many a promotion plan is made possible because 
small town merchants, and neighborhood merchants 
in city shopping areas, so seldom work together. 


Let us suppose that in some mythical town the 
merchants could truly join hands, forget petty 
rivalries and jealousies. Suppose, in this town — 
as it was in Harlan, lowa—stamps are costing the 
merchants $100,000. These same merchants could 
say, “Out the window with stamps!” They could 
employ a $25,000 advertising-sales-promotion man- 
ager, and still have $75,000 left for him to invest in 
wise, carefully planned advertising. 


If such a course were followed, there seems little 
doubt that the merchants would enjoy (1) increased 
volume, (2) more business from a wider trading 
area, and (3) lower advertising and promotion costs 
with a consequent improvement of profit. 


Almost any progressive newspaper publisher who 
enjoys the confidence of his merchant-advertisers 
could call a meeting, set forth a plan to discontinue 
trading stamps by mutual agreement, and thereby 
increase his own advertising linage, do his mer- 
chants a service, and—what is infinitely more im- 
portant—give the consumer a better run for his or 
her money.—E. W. 
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FISHING FOR SALES IN THE TWIN CITIES? 


You've got to drop your bait on both 
hanks of the Mississipp! 
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ae - DIVIDER OF MARKETS! 
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When the 446,300 people in the St. Paul 
“half” of the nation’s 13th market dig down 
for more than $563 million a year in retail 
sales, you’ve got a market that’s a whopper! 
But if you’re angling for a big catch of 
those St. Paul sales, be sure to drop your 
bait on the St. Paul banks of the river that 
slices right through the Twin Cities market. 
St. Paul’s shoppers spend their dollars right 


on their own side of the Mississippi, and this 
market is saturated by ONLY ONE NEWS- 
PAPER . . . the St. Paul Dispatch-Pioneer 
Press. wala other—NOT ONE—can offer 
more than just a sprinkling of coverage! 

So to lure the limit of sales in every nook 
and cranny of the free-spending St. Paul 
market, depend on the Dispatch-Pioneer Press 
to cast your bait in the right direction . 
right to the people who do their buying here! 


How does YOUR product rate? 


For a comprehensive study of the brand 
preferences and buying habits of the 


FAMILY COVERAGE 


—St. Paul City Zone— 
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Pioneer Press their buying guide, get 
your copy of the new 1956 St. Paul 
Consumer Analysis Survey. For your 
copy, contact your Ridder-Johns repre- 
sentative or write, using your company 
_ letterhead, to Consumer Analysis, Dept.D. 
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Case 10: The great Red Owl chain 
of supermarkets—really these stores 
deserve the title of super-super mar- 
kets—around the Twin Cities seems 
to emphasize its trading stamp give- 
aways above everything else in the 
modern, attractive stores. 

Now what about the customer? 
There are indications that many are 
beginning to check alleged values and 
are learning that prices tend to be 
higher in trading stamp stores, and 
that trading stamps do not have their 
full advertised value when turned in 
for “free” gifts. 

The Betty Crocker Picture Cook 
Book, 446-page illustrated deluxe edi- 
tion, ring bound, sells for $4 in nearly 
all book stores. 

To obtain such a book “free” the 
homemaker is required to turn in one 
and three-fifths books, or 2,400 
stamps. She obtains one stamp for 
every 10-cent purchase. Thus, to ob- 
tain 2,400 stamps she must have spent 
$240 in cash, or have paid her bills 
for that amount. 


Have They Raised Prices? 

The University of New Mexico is 
authority for the statement that mer- 
chants giving away trading stamps 
have raised prices 4%. If this is true, 
the housewife has paid $9.60 for her 
$4 Betty Crocker cookbook. 

Disregard the University of New 
Mexico findings. Assume for a mo- 
ment that the merchants who gave 
away the $240 in stamps did it an- 
other way. They could buy the Betty 
Crocker cookbook at wholesale for 
$2.40. Then, by giving out stamps on 
the same basis—one stamp for each 
10-cent sale—the merchant could give 
the housewife the $4 Betty Crocker 
book for a total cost of $2.40 to him- 
self—instead of the $6 or the $7.20 
he pays the trading stamp operator 
for the stamps. 

It is to be understood that the trad- 
ing stamp company has operating ex 
penses, overhead, promotional costs, 
wages, salaries, taxes and other items 
to pay. But even deducting all ex 
penses, and including a fair profit, it 
seems that the little merchant on the 
corner or the giant chain store in the 
10-acre parking lot is paying a rather 


high price for the privilege of giving 


away 2'!4% to 3% of gross sales 

In many ways, it seems incredible 
that merchants have gone so exten 
sively into the trading stamp adven- 
ture. Yet some astute merchants, large 
and small, think trading stamps to be 
a valuable business-getter. Some of 
these merchants may not have thought 
through the various phases of trading 
stamps, as a business promotion de 
vice. Progressive 


Groce r made a com 
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prehensive survey of food store ex- 
perience with trading stamps. This 
authoritative magazine reports: 

Almost 6 out of 10 retailers report 
higher sales. 

Almost 6 out of 10 retailers report 
higher average sale per customer. 

Almost 8 out of 10 report higher 
operating costs. 

But only three out of 10 report 
higher profits. 

This reporter covered many states 
and interviewed many merchants. 
Service stations, food store and super- 
market operators, druggists, and dry 
goods stores, cleaners and other re- 
tailers. Almost without exception 
merchants seem to oppose the stamps, 
but have been driven into the deal by 
fear of competition. 

Trading stamp salesmen have an 
appealing sales argument. It is: 
“Stamps will increase your business 
20%. They cost only 2% to 214% 
of sales. If you use stamps, you can 
stop all other advertising.” 

No merchant, harassed by price- 
cutting competitors, by big city, chain 
store, mail order house, supermarket, 
discount house and other competition 
can turn a wholly deaf ear on such 
sales talk. 

So he signs the trading stamp con- 
tract. 

And then comes the awakening. He 
cannot stop advertising, as the sales- 
man said. 


Ad Costs Actually Rise 

He must advertise trading stamps— 
if they are to attract new business. 

Then comes another awakening. He 
learns that his advertisement in the 
Yellow Pages of the telephone direc- 
tory is on yearly contract ; his highway 
bulletins are on a three- or five-year 
contract. He purchased calendars last 
January and here it is mid-June—too 
late to cancel. He also bought a ship- 
ment of advertising specialties to use 
at school-opening time. Can’t cancel 
that either. Instead of cutting adver- 
tising expense with trading stamps he 
quickly learns that he has almost 
doubled his advertising expense. 

The sales manager of a manufac- 
turer, wholesaler, jobber or distributor 
may say, “Oh don’t bother me. I’m 
not interested in trading stamps. | 
have other fish to fry.” 

O.K., Mr. Sales Manager, suppose 
we take a second look. Your salesman 
suggests a promotion to a customer 
offers newspaper mats, display mate- 
rial, direct mail aids. Dealer turns 
thumbs down. “Can't afford it. Spend- 
ing too much for advertising already.” 
What the dealer means is: “These 
trading stamps are costing me so much 
I have to cut somewhere—and [I start 
with you.” 


The local newspapers are suffering. 
Publishers report some cancellations 
or cutting of space contracts. Mer- 
chants, finding that the 214% to 3% 
bite out of gross taken by trading 
stamps is burdensome, are cutting 
promotion costs at every possible 
point. One of the big calendar and 
specialty advertising houses reports 
that the trading stamp boom has hurt 
sales, especially where stamps have 
become a local obsession. 

Some of the trading stamp redemp- 
tion plans permit redemption of their 
stamps in cash. Example: Gold Bond 
stamp books, containing 1,800 stamps, 
may be redeemed for $3 cash. The 
customer spent $180 to obtain the 
1,800 stamps. 


Little Variance in Plans 


King Korn stamp books, with 1,500 
stamps, may be redeemed for $3 cash. 
Customer spent $150. Some 200 to 
250 stamp plans, now in use in 
America, vary slightly but not basic- 
ally from these two plans. 

Many merchants report that rela- 
tively few people redeem the books 
for cash. Usually mama, the children, 
or grandma take charge of the stamp 
books and heckle all members of the 
family to bring home stamps. 

Some stamp plans scarcely play fai: 
with the customer. One stamp com- 
pany whose books are claimed to be 
worth $3 in merchandise asks 36 
books for a rifle that sells in many 
stores for $72 to $75 cash. 

Any sales manager who wants the 
truth about trading stamp values need 
only obtain a trading stamp catalog, 
and a Sears, Ward or other mail order 
catalog and start checking. Even be- 
fore his eyes grow tired of the six- 
point mail order catalog type, he will 
see that all that glitters is not gold 
in the trading stamp mines. 

Question: if so many dealers are 
unhappy with trading stamp promo- 
tion, what can they do about it? Can 
they find a way to spend their promo- 
tion dollars more profitably? The 
answer is probably in the affirmative. 
One possible course of action is sug 
gested in the box on page 122. 


Editor's Note: How do sales managers selling 
through retail outlets feel about the trading 
stamp boom? Do they note consistently in- 
creased sales in stores using stamps? Do 
media men have any ideas? A key question: 
Have we reached—or are we about to reach 
—a point of diminishing returns where in 
many communities there is no competitive 
advantage left in giving trading stamps? 
The editors of SALES MANAGEMENT will 
welcome your opinion. Address, The Editor 
SALES MANAGEMENT, 386 Fourth Ave. 
New York 16, N. Y. The End 
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«x The Hodge Case x * 


HOW THE DAILY NEWS 
CRACKED BIG STORY 


THROUGH INVESTIGATION 


...and always in the public interest 


George Thiem wouldn't let go! He's concealed records, and Hodge's own blustering defense: “It's purely 
the Pulitzer Prize winning reporter who politics.” It was politics, all right, but far from pure. 

is the eyes and ears of the Chicago Daily 
News in the State Capitol at Springfield. 


Finally on July 6, 1956, while other papers continued to dodge the fall- 
out, the explosive proof was frontpaged by the News. Then, the other 


Chicago newspapers had to come out with the grim facts. 
He's the nose, too, because he was the 


first to sniff one of the most odorifer- The Hodge case became news of national importance and the individual 

ous scandals ever uncovered in a state journalistic feat of the Daily News became big news from coast to coast. 

government .. . the massive misappro- 
priation of more than $1,500,000 of public funds in the office of State 
Auditor Orville E. Hodge. 


Trapped by the ensuing investigation, Hodge admitted thefts on 276 
counts, pleaded guilty and has been sent to jail. 


In the Hodge investigation, as in many others, action by the Chicago 
Thiem started digging. But he was met with pious denials, blind alleys, Daily News rendered forthright and faithful service to the public. 


Advertisers in the News get action, too, because 


THE CHICAGO DAILY NEWS HITS HOME 


SEPTEMBER 21, 1956 125 


“RS. V. PL”: 


A Formula for Maintaining 


Happy and Productive Salesmen 


R: It Stands for Reassurance 


Techniques the sales manager can use in reducing 
frustration and building up better human relations 
can be remembered easily by the letters R.S.V.P. 
The first, which stands for Reassurance, refers to all 
the methods which build up or restore feelings of 
security, hope and confidence. Salesmen are no 
different from other people in needing a “father 
confessor” occasionally when they are beset by ten- 
sion, stress, fears, doubts, vague uneasiness and 
discouragement. The fact that they may have infre- 
quent personal contacts with the sales manager 
emphasizes still more their need to be kept informed 
on how they are doing. They too must have someone 
to whom they can carry their complaints and griev- 
ances, no matter how trivial these may seem to be. 


S: It Stands for Suggestion 


The second letter stands for Suggestion. Sales- 
people need hardly be told how important the use 
of suggestion is in bringing people to accept some 
desirable form of action. Just as it is a powerful tool 
in advertising, suggestion can be employed in direct- 
ing attention to constructive aspects of a situation 
and to those steps which the individual can take as 
he moves toward a more complete solution of his 
personal problem. The mere fact that salespeople 
become experts in the art of manipulating attention 
does not invalidate its use on them too when it 
becomes necessary to reestablish confidence and 
mobilize effort in the face of frustrating circum- 
stances. 


V: It Stands for Ventilation 


The third letter refers to Ventilation, or “talking 
out”—in other words, personal interviewing. This is 
the oldest and still the best way of helping people 


clarify their own problem, discover its causes, and 
utilize their own resources toward its solution. There 
are a number of different methods of conducting 
interviews and many attempts have been made to 
set down more or less arbitrary rules, but all of 
them depend on the spirit of permissiveness and 
willingness on the part of the interviewer to listen 
patiently. With the aid of non-directive techniques 
and a realization of both his opportunities and his 
limitations, the trained and experienced sales man- 
ager is privileged to function as friend, counselor, 
teacher, and a constant source of inspiration to his 
men. This does not preclude an occasional interview 
in which a person is brought to realize and accept 
his unsuitability for a particular assignment. 


P: It Stands for Participation 


Lastly, as a member of a team, each individual on 
the sales force needs to feel an active sense of 
Participation in the affairs of the organization. The 
opportunity to exchange suggestions based on indi- 
vidual interests and experiences gives renewed vigor 
to the feeling of personal relatedness which is so 
essential in good sales work. Each salesman needs 
to feel that channels of contact are always open 
when he is threatened by the three fears which are 
so peculiar to his type of work: frustration, futility, 
and failure. This is when the sense of participating 
in a shared endeavor may be of crucial importance in 
preserving individual and group morale. It is the 
sales manager’s job to maintain the climate in which 
such a spirit can flourish. 


(This is an excerpt from an address on “Frustrations in Selling 
Activities’ delivered before the University of Michigan Con- 
ference on Sales Management by Leonard E. Himler, M.D., 
associate professor of mental health, University of Michigan. 
The proceedings of the conference have been published 
under the title "Conference on Sales Management, 1956," 
by the Bureau of Business Research, School of Business Admin- 
istration, University of Michigan.) 
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The Vice-President 


in Charge of Sales Knows... 


T. J. Wood, Vice-President in Charge of Sales, The Procter & Gamble Co. 


“WHY PROCTER & GAMBLE PRODUCTS 


SELL SO WELL IN LOUISVILLE” 


“Knowledge that the Louisville market is one of 
the most important in the country is not new 
at Procter & Gamble. Even though the city is only 
111 miles from P&G’s Cincinnati headquarters, 
we established a District Sales Office in Louisville 
in 1930. Our early confidence has been justified 
by the great growth of the Louisville market in 
the intervening 26 years. As the population has 


grown, quality products, forceful advertising and 
efficient distribution have combined to increase 
the sales of P&G products even more rapidly.” 
Last year P&G promoted its products in Louis- 
ville with 80,000 lines of advertising in The 
Courier-Journal and Louisville Times... news- 
papers which invariably rank at or near the top 
in every quality survey of American newspapers. 


Lebl LOUISVILLE for oll its worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Ghe Conrier-Zonrnal - THE LOUISVILLE TIMES 


392,500 Daily Combination * 313,633 Sunday * Represented Nationally by the Branham Company 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 
and other sales literature useful to marketing executives. 


Minnesota Homemaker Survey: 
Sixth large-scale survey of product 
use and brand standings in the Min- 
neapolis, Hennepin County and Min- 
nesota markets, conducted by the 
Minneapolis Star and Tribune Re- 
search Department as a part of the 
Continuing Survey of Minnesota Liv- 
ing. About 60 subjects are covered, 
mostly food and drug products, in- 
cluding television set ownership and 
use. Among the products showing the 
greatest increase in home use during 
the past two years are frozen fish 
sticks, cake mixes, powdered milk and 
frozen vegetables. In non-food cate- 
gories, aluminum foil, facial makeup 
base, lipsticks and hand creams show 
gains. Home-use comparisons, by 
brand, for many of the products in 
this survey, interviewing for which 
was completed late in 1955, are shown 
for the same periods of 1954 and 
1953. Write to William A. Cording- 
ley, National Advertising Manager, 
Minneapolis Star and Tribune, Min- 
neapolis 15, Minn. 


Amarillo, Texas: Data book pub- 
lished by the Amarillo Chamber of 
Commerce. Known as the “Trans- 
continental City” because of its ge- 
ographical location and transportation 
facilities, the Amarillo Metropolitan 
Area has 192 manufacturing estab- 
lishments employing 5,785 workers. 
These firms have an_ estimated 
monthly payroll of $2,036,031 with 
an average monthly earning of 
$351.95 per person, or an average 
weekly wage of $81.22. Since 1945, 
19,031 new homes have been built. 
Ihe Retail Trading Area is com- 
posed of 32 counties in Texas, six in 
Oklahoma and four in New Mexico. 
‘Total retail sales in 1955 amounted 
to $695,011,000; effective buying in- 
come was $935,532,000, and gross 
farm income, $456,517,000. It is in 
the top 10 cities of the nation in retail 
sales per family for the fifth consecu- 
tive year. In 1955 retail sales per fam- 
ily were $5,042. Data cover popula- 
tion growth over the years; available 
industrial sites; trend of estimated 
non-agricultural labor force and em- 
ployment of industry; Amarillo Met- 
ropolitan Area; breakdown of exist- 
ing manufacturing’ establishments; 
building permits for the past 11 years; 
wholesale trade area; retail trade area; 
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water ‘resources; natural gas, tele- 
phone, highway transportation, air and 
railroad services; educational facili- 
ties; bank clearings, debits, deposits 
and total savings accounts; postal re- 
ceipts ; oil and gas development. Write 
to Earl C. Allmand, Industrial Man- 
ager, Amarillo Chamber of Com- 
merce, Amarillo, Tex. 


An Always Visible Prize Direc- 
tory: New 64-page, all-color prize 
book for use in sales incentive pro- 
grams, published by Ross Coles & Co. 
It is designed to make it easy for the 
prize winner to make up his prize 
order because it gives him a numerical 
listing of all prizes available and prize 
points required for each prize. Its ar- 
rangement also makes checking easier 
for companies that want prize orders 
to be checked by the sales department 
or purchasing department before send 
ing the order to Ross Coles for proc- 
essing. For example, one company 
found that if the checking clerk had 
to page through the book to deter- 
mine the points required for each 
prize on a multiple order, then trans- 
pose the points to cents to ascertain 
the correct cost, the time consumed 
would be prohibitive. The prize point 
inJex also serves as a wholesale cost 
sheet. Write to Ross Coles, Presi- 
dent, Ross Coles Co., 333 W. Lake 
St., Chicago 6, III. 


Texas Markets and Media: First 
three reports from Texas daily news- 
papers moving as a group to meet the 
ever-increasing demands of marketer 
and advertiser for valid, objective 
researched information on 
Sponsored by the Texas Daily News- 
paper Association and conducted by 
the marketing research firm, Belden 
Associates of Dallas, the $75,000 pro- 
gram is being underwritten by 22 
newspapers in 18 markets, 17 of them 
in ‘Texas and one in Louisiana. The 
1956 studies — first of a continuing 
series — cover three phases: a brand 
usage study on some 50 products sold 
by food and super markets; an audi- 
ence definition study on newspapers, 
radio and television, and a motiva- 
tional-type study on the behavior of 
readers, listeners and viewers. Each 
of the local studies are being con- 
ducted under identical research stand- 
ards and techniques so that all of the 


media. - 


18 reports will offer completely com- 
parable information on each of the 
participating markets. The markets, 
too, offer a wide range of metropoli- 
tan and secondary markets. More 
than 15,000 interviews in homes will 
be held in these markets: Abilene, 
Austin, Big Spring, Corpus Christi, 
Dallas, Denison, Fort Worth, Green- 
ville, Houston, Marshall, Paris, Port 
Arthur, San Angelo, San Antonio, 
Shreveport, La., Snyder, Victoria and 
Waco. Write to John H. Murphy, 
Executive Director, ‘1exas Dail) 
Newspaper Association, 813-14 
Chronicle Building, Houston, Texas. 


Living with the Antitrust Laws: 
A layman’s guide to one of the most 
troubling and controversial areas of 
public policy —the federal antitrust 
program. Authored by Professor Her- 
bert C. Morton, The Amos Tuck 
School of Business Administration, 
Dartmouth College, it explores such 
questions as: Why do we need rules 
to guide competitive behavior? Is Big- 
ness an antitrust violation? Is further 
legislative restraint of mergers need 
ed? Why does the businessman find 
the laws difficult to comply with? 
Why are the laws difficult to admin- 
ister? What is the relation of anti- 
trust to other federal policies? Write 
to Dean Arthur Upgren, The Amos 
Tuck School of Business Administra- 
tion, Dartmouth College, Hanover, 


N. H. 


How to Win Chain-Store Distri- 
bution for New Products: Report 
of a study of current chain-store policy 
and practice involving the introduc- 
tion of new products by major re- 
tailers, based.on an analysis of factual 
material supplied by chains with a to- 
tal volume running into several bil- 
lions of dollars. The study was made 
under the direction of E. B. Weiss, 
director of merchandising, Doyle, 
Dane, Bernbach, Inc. Management 
executives of the leading chains in 
each field were interviewed—food, 
drug, variety, soft and hard goods 
to get their policies and practices with 
respect to new products. Their com- 
ments are explained, analyzed, and 
in some instances—debated and even 
disputed. Some of the subjects dis- 
cussed are management attitude to- 
ward new products; the selling op- 
portunities and problems posed by the 
New Products Committee; specific 
features chains look for in new prod- 
ucts; new product propositions that 
leave chains cold. Write to E. B. 
Weiss, Director of Merchandising, 
Doyle, Dane, Bernbach, Inc., 20 W. 
43rd St., New York 36, N. Y. 
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They designed fast-stepping giants 


 Riveiews the marathon pace 

4 of today’s road building ma- 
chinery to the sluggish “inch- 
along’ methods of just a few 
years ago. Horse-drawn scoops, 
old-style cement batching, tedious 
hand-finishing — all replaced by 
high-speed, road-building mar- 
vels. Developed by America’s de- 
sign engineers, these preducts ac- 
count for a fair share of the con- 
struction equipment industry’s 


Product-design 


y 


$1,838,000,000 investment. 
Today, more than ever, product- 
design engineers are doing big 
things for products and people. 
They’re creating NEW MARKETS 
AND MAKING THEM GROW 
These product ‘idea men” hold 
the responsibility for America’s 
design progress. They are the men 
who evaluate and select mate- 
rials, equipment and methods to 
effectively execute Company proj- 


to spin a better highway network 


ects. Because Product Engineering 
authoritatively presents new de- 
velopments of interest and im- 
portance to them — more than 32,- 
900 product design engineers have 
made Product Engineering the 
pace-setter publication in its field. 
To reach these men who make 
markets grow, advertisers put 
more pages, and invest more dol- 
lars, in Product Engineering than 
any other design magazine. 


...... Makes sales grow 


Product Engineering, McGraw-Hill Bldg., New York 36, N.Y. 


The McGraw-Hill Magazine of design engineering 


THE HUMAN SIDE ay narry woonwaro 


HOME ON THE RANGE... the Real Borques, who hit the jackpot as a working 
family, won this fancy wall range. But did they have to work for it! 


The Denim Pace: 


We Trail A Working Family 


America has 46 million “blue col- 
lar’ workers; 14 million “teens irt 
jeans; 22 million do-it-yourselfers. 

The manufacturers of denim, the 
clothing industry which turns denim 
into slacks and shirts, walking shorts 
and jeans, jackets and swim trunks 
find themselves with the biggest mar- 
ket for their products in history. Pro- 
motion is rampant. And the latest bit 
has been National Denim Week, 
which featured everything from a slo- 
gan (“You'll do better in durable 
denim!’’) to a publicity stunt in- 
volving selection of the first annual 
“Workingest Family” of the nation. 

The search for this Workingest 
Family was conducted for Denim 
Council by a special jury of the Boys’ 
Clubs of America, with more than 
400,000 teen-age members in almost 
every town in America. The winning 
family, the Real Borques of Man- 
chester, N. H., has just completed a 
mad week of denim promoting during 
five luxury but work-filled days in 
New York, as the council’s guests. 
The Borques—papa, mama, 16-year- 
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old twins Josephine and Joseph—ar- 
rived (in denim outfits) for their 
first real look at the Big City and 
were welcomed by Deputy Commis- 
sioner Vincent O’Shea of New York’s 
Department of Commerce. He called 
the Borques the “first family of 
work.” And by the time the weary 
Borques stepped on the train for the 
return trip to Manchester they knew 
what he meant. 

For before they had had a chance 
to brush the soot off their new denims 
the Borques were up to their jeans 
in a press conference talking about 
“The New Look at Work in U.S.” 
They had been well prepared with the 
necessary information and handled the 
job like pros. 

After all, says the council, : the 
Borques had gotten themselves elected 
by proving themselves “uniquely pro- 
ductive in their private and com- 
munity life based on hard work and 
neighborliness. The family’s weekly 
average of time spent at actual labor 
totals 227 hours, including regular 
jobs, housework, do-it-yourself work 


(Real and Joe are completely re- 
building, themselves, an old house) 
and volunteer church, charity and 
community work. Denim Council de- 
cided they qualified for the title. 

The council also decided that after 
the press conference the Borques 
should take time off from work to 
watch other people work. ‘They were 
the guests—and how appropriate can 
you get?—of New York’s Depart- 
ment of Public Works. 

They got up next morning, worn 
but willing, and at another press re- 
ception opened the huge packages 
containing their “work awards,” 
worth more than $1,000 ... A Tap- 
pan gas range, a home workshop. 
Then they ate breakfast sausages and 
Aunt Jemima buckwheat cakes made 
from Mrs. Borque’s recipe (‘‘de- 
signed,”’ said the council, “for hard- 
work energy.” ) 


No Rest for the Weary... 


No one thought for a moment that 
the Borques might want to slip out 
of their denims and fall on their ho- 
tel beds with denim ice bags on their 
heads. They were shepherded off to 
Broadway shows and ‘TV studios 
where, to be sure, they appeared in 
behalf of denim manufacturers. 

In an unguarded moment the 
Borques submitted to questioning by 
us, for we, too, are working stiffs. 
Ray (as Real prefers to be known) 
met Genevieve when he went to the 
orphanage, in which she was raised, 
to do some volunteer electrical work. 

A Denim Council representative 
drove up, at this point, and fired vital 
statistics at us: There are: she said, 
60,000 different and distinct names 
afixed to 24,000 different jobs which 
blue-shirt workers hold. In addition 
to the ones you already know there 
are cracker-stackers, doll-eye setters, 
baseball glove stuffers, back-pocket at- 
tachers, bologna-lacers, fan mail 
clerks. There are ribbon tiers who 
make red bows exclusively for valen- 
tines. And a “flapper” isn’t a Clara 
Bow follower: He’s a copper worker. 
A gandy dancer lays and repairs rail- 
road tracks. Donkey doctors repair 
donkey engines for the logging indus- 
try. 

The Borques looked on happily 
while we worked. But when we had 
written everything down and shut up 
our notebook, the Denim Council rep- 
resentative—fresh as a daisy—fixed a 
bright eye on the Borques and said, 
“Come along, folks. We're going to 
tour the garment center.” 

The Borques are back in Man- 
chester now. Peace—in their case 227 
hours of weekly work—it’s wonder- 
ful! Tke End 
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~ CHOOSE YOUR CATALOG COVERS 


with this “X-Ray” Demonstrator 


Look at over 200 combinations in full Full line of 
color—by interleaving outstanding trans- binding materials. 
parent designs with the complete range 

Transparent of fine binding materials. 

full color designs. 
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Also, a complete 
samen mn, Manual -on loose 
Plasti-Tab In- leaf cataloging. 

Cover panels showing dexes — spe- 

actual designs —Rem- cial printed 

Bossed” silk screened, captions, 7 

hot stamped and top colors of plas- 

printed. tic, 4 qualities 

of stock, in- 

sertable style 

if desired. 


This demonstrator, completely ‘revised, is designed to show 
you variously textured cover-binding materials in a wide color 
range, — with sample embossings for visual comparisons. The 
exclusive “Rem-Bossed Process” personalizes your binder covers 
with beautifully clear reproductions of your logotypes, trade- 
marks or corporation seal. 

Remember, your product literature, sales presentations and 
catalogs should form a distinctive background for your finest 
products. 

Do as many businesses are doing. Ask to see this sensational 
X-Ray Demonstrator in your own office, without obligation 
of course. 


ae ; SERVICE 
For your inspection of “Design for Selling ...The X-Ray Dem- fe 
onstrator” write... Remington Rand, Room 1982, 315 Fourth @ Your cover personalized and de- 
Avenue. New York 10. @ signed in full color, using the 
binding material of your choice 


y/? e y/? J 7) —submitted for your approval. 
DIVISION OF SPERRY RAND CORPORATION oi RR EN 
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to improve his market coverage 


Getting economical and effective market coverage 
is no cinch when you have 41 different product 
lines being sold to 110 different industries. Here’s 
how Sales Promotion Manager, A. Richard 
Kilgore does it for Baldwin-Lima-Hamilton 
Corporation. 


Since 1952, Mr. Kilgore has built his complete 
sales promotion plan around a market-by-market 
analysis of each product. Each Fall he and repre- 
sentatives from his agency meet with B-L-H’s 
nine product managers. In these sessions each 
product’s sales and potential are rated for every 
pertinent S.I.C. category. 


The resulting ratings are then recorded on a 
quadruple-gatefolded chart that’s bound in the 
annual plan. On this chart each of B-L-H’s 110 
S.I.C. markets is weighted numerically in order of 
importance. Also each of the 41 product lines is 
rated to assure concentration of effort on the 
products with the best profit potential. 


Mr. Kilgore says: “‘We’ve improved our market 
coverage measurably with our annual S.I.C. anal- 
yses of products and markets. In fact, they are 
indispensable for effective direction of our pro- 
motional efforts, on products that vary so widely. 
in use and potential. We can compare our S.I.C. 
ratings with S.I.C. breakdowns of publication 
circulation, to make sure we get most economical 
market coverage.” 


Improvement of your market coverage is easy with 
Penton publications, because you can match your 
market objectives with S.I.C. breakdowns of publi- 
cation circulations. It is one of the important extra 
values you get when you use a Penton publication. 
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Publishing Company 


PENTON BUILDING e CLEVELAND 13, OHIO 
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OVERCOMING 


OBJECTIONS 


A PRIZE WINNING SALES TRAINING FILM 


One of the best ways to help 
salesmen and dealers is to 
show them sales champions in 
action. This film does just that. 
Featuring Borden and Busse— 
ace sales training 
will give your next meeting 
a big boost in gudience im- 
pact. Try it and seel 


team—it 


You can rent or buy a print 
of OVERCOMING OBJEC- 
TIONS. Details, plus our new 
film catalog, mailed on re- 
quest. Write to— 


DARTNELL 


4660 Ravenswood » Chicago 40, lil. 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


Nevada’s 1955 retail sales regis- 
tered a whopping 86.3 per cent 
jump over 1948, a rate twice the 
nation’s 43.8 per cent gain and 
one equalled by only one other 
state in the 48. Small wonder 
with Las Vegas (Clark County) 
skyrocketing ahead 174.5 per 
cent over 1948 and Reno (Was- 
hoe County) tallying a robust 
52.6 per cent gain. Mighty handy 
to sell in, too, with 73.6 per cent 
of the state’s sales packed into 
just these metropolitan 
areas. detailed marketing 
and statistical analysis, phone 
your nearest Western Dailies or 
John E. Pearson Co. office, or 
write one of these basic Nevada 
advertising buys 
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lf You Sell in Oregon 
You're Liable for 89% Tax 


You may not have an office or own anything of tangible 
value in the state, but if you derive income from sales in 


Oregon, you come under the corporate income tax law. 


lhere may be some question in the 
minds of 
that do 


non-Oregon 

that 
legality of the new Oregon corporate 
but there is no doubt 
in the mind of the state legislature or 
the state tax commission’s legal de- 


corporations 
business in state as to 


income tax law 


partment. 

In fact, the mid- 
July department’s 
opinion on an initial test inquiry. It 
flatly says ‘‘the argument that such a 
tax violates the commerce clause of 
the federal is without 
merit,” citing Memphis Gas Co. v. 
Bel Beeler, 315 U.S. 649, and West 
Publishing Co. v. McColgan, 27 Cal. 


(2d ) 


commission in 


: ‘ 
issued its legal 


constitution is 


705. 


Now Pinch Is Felt 


‘The new law, passed by the 1955 
legislature but only recently bringing 
its first pinch in some quarters, sets 
up an 8% tax on (1) net income of 
companies domiciled in 
doing a strictly 


Oregon but 
interstate or export 
business and (2) foreign (non-Ore- 
gon ) 
ness” 


corporations not “doing busi- 
in Oregon under the excise tax 
act but still carrying on income-pro- 
ducing activity there as, for example, 
solicitation of sales or maintenance of 
an office or stock of goods. 
‘These weren't covered in the long- 
standing excise tax law. 
tax, also 8%, 
covers most corporations with offices 
and other operations in Oregon, and 
a +% offset for personal property 
taxes makes the effective rate of the 


actually 4% 


The long time excise 


excise tax rather than 
8%. 

But the new corporate income tax 
provides no offset, which several leg- 


islators now point out was 
sight.” 


‘an over- 
The personal property tax off- 
set “undoubtedly will be passed at the 
1957 legislative session.”’ 

The Portland Chamber of Com- 
merce, a big gun in luring new indus- 
try to the state, says it also has been 
assured a 4% offset is being planned. 

‘The state tax commission has issued 


’ 


a regulation setting up the methed for 
allocating that part of a corporation’s 
income applicable to Oregon. It is 
very similar to the excise tax and de- 
fines “‘solicitation of sales” and ‘“‘gen- 
eral promotional activity.” 

It is made clear that the place 
“where the sales activity is actually 
carried on” determines where the sale 
is to be assigned, rather than the place 
of residence of the salesman, the office 
out of which he works (which may 
be in some other state), or the place 
where the order is approved or the 
goods shipped (which also may be in 
another 

Initial target of the law, its backers 
are quick to point out, was the inter- 


State). 


state trucking companies that 
through pick up 
there, but do not have offices or head 


quarters in Oregon. 


pass 


Oregon, business 


Single Tax Only 


Briefly worded, the law 
position of the tax this way, 
nates any double tax: 


covers im- 


and elimi 


‘(1) There hereby is imposed upon 
every corporation for each taxable 
vear a tax at the rate of eight percent 
upon its net income derived from 
sources within this state after August 
3, 1955, other than income for any 
period for which the corporation is 
subject to the tax imposed by the cor- 
poration excise tax law of 1929, ac 
cording to or measured by its net in- 
come. 

(2) Income from sources within 
this state includes income from tangi- 
ble property located or having a situs 
in this state and income from any 
activities carried on in this state, re- 
gardless of whether carried on in in- 
trastate, interstate or foreign 
merce (1955 c. 324 2).” 

Several types of business other than 
the interstate truckers and exporters 
are brought into the income tax fold, 
as indicated by the tax commission’s 
legal department opinion 


com- 


issued in 
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How Eastman Chemical finds 


sales prospects it didn’t even know existed 


You’ve got sales problems? What if you didn’t even 
know who some of your most logical prospects were? 
Like Eastman Chemical Products, Inc. 


A subsidiary of Eastman Kodak Company, Eastman 
Chemical makes and sells Tenite Acetate, Tenite Buty- 
rate and Tenite Polyethylene plastics. The Tenite fam- 
ily already is used in a wide variety of products... 
housewares, oil pipe, luggage handles, telephones — to 


name but a few. 


But Eastman Chemical admits it still does not know 
all the uses for Tenite. Its advertising problem, then, 
is to excite the interest of potential customers when 


neither they nor Eastman suspect they could use Tenite. 


And to solve that problem, Eastman has for 15 years 
relied heavily on consistent advertising in the weekday 


New York Times. Each ad shows a specific use of Tenite, 
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intended to spur a manufacturer’s thinking toward 


using Tenite to solve his own particular problems. 


Fifteen years is a long time for any one advertiser 
to use one medium to promote one product. Pretty solid 
evidence, wouldn’t you say, that Eastman is getting 
results? An Eastman executive sums it up: ‘‘The 
Times reaches prospects we didn’t even know existed.” 
It can do the same for you...as it does for literally 
thousands of other advertisers. That’s why experi- 
enced, successful advertisers like Eastman Chemical 
have made The New York Times the advertising leader 


in the world’s leading market for 37 vears. 


Che New York Cimes 


ill the News That's Fit to Print” 


KNOXVILLE, TENN. FOOD'S FUTURE 


a Consumer expenditures for 
54th Metropolitan Market food and groceries are ex- 
pected to increase 25% within 
the next five years, according 
to Curtis C. Rogers, Market 
Research Corp. of America. 
He estimates that this year 
more than $500 million will 
be invested in the develop- 
ment of mew grocery prod- 
ucts. 


mid-July. It said: 

“A corporation with office and 
salesmen in the state is subject to the 
corporation income tax. The X cor- 
poration is not ‘doing business’ in 
Oregon but it derives income in the 
state through the activities of sales- 
men therein. The corporation main- 
tains no office in the state, and the 
salesmen’s orders are sent to the home 
office for approval and goods are 
shipped in from out-of-state. 


‘WATE-TV OFFERS YOU: No Tax Escape 


“The question is whether X is sub- 
ject to the corporation income tax. It 
POPULATION 1 391 280 (54 Counties) is held that X is subject. Where a for- 
, , eign corporation has a commercial 
domicile in the state or derives in- 
come from activities carried on within 
345,810 it, it is subject to the state’s taxing 
jurisdiction -and the argument that 
such a tax violates the commerce 
$1 081 361 650 clause of the federal constitution is 

7 i ? without merit.” 
As one Oregon industrial spokes- 
$1 290 306 630 man points out, there previously were 
, , . a few corporations selling in Oregon, 
but without an office or operation 
May 10, 1956 Sales Management Survey of Buying Power here, and were receiving income from 
Oregon sales but not subject to the 
state excise tax. The income tax law 
picks those up and, in effect, makes 
the tax law applicable to all business 

done in Oregon. 
Some newly taxed companies will 
receive a 50% cut when the 4% off- 
: set for personal property taxes can be 
THE POWER MARKET OF THE SOUTH enacted in 1957, thus placing the cor 
porate income tax structure on an 
CHANNEL even basis in all catagories, it is 

100,000 WATTS pointed out. 

Any company having specific ques- 
tions should communicate with F. L. 
Butler, auditor of the Oregon state 

Represented Nationally by: AWVERY-KNODEL INC. tax commission, Salem, Ore. He has 
NEW YORK @ ATLANTA @ DALLAS @ SAN FRANCISCO @ LOS ANGELES @ CHICAGO pamela Samay Tosa apna 


ence regarding the new law. The End 


Knoxville, Tennessee 
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Oklahoma Industrial Expansion 
Doubles National Acceleration 


THE DAILY OKLAHOMAN | 


LARGEST SUNDAY CIRCULATION 
IN THE ENTIRE SOUTHWEST 


Two Takis 0 Oklahoma / 


OKLAHOMA CITY TIMES 


OKLAHOMA PUBLISHING COMPANY 
REPRESENTED BY THE KATZ AGENCY 
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While national manufacturing payrolls were 
increasing 67% from 1947 to 1954, Oklahoma’s 
manufacturing payrolls increased 114%! Manu- 
facturing activity in Oklahoma has accelerated 
almost twice as fast as the industrial beom 
throughout the nation! 

New capital expenditures in the state totalled 
over $52 million in 1954, an increase of 104% over 
the 1947 figures. The heart of this state of indus- 
trial expansion is Oklahoma City, one of the five 
FASTEST GROWING CITIES in the nation, 
according to economics experts. They predict 
Greater Oklahoma City’s present half-million pop- 
ulation will double by 1975! 

Sales, too, are growing, as for the third straight 
year Oklahoma City is up among the leading sales 
gainers of the country week after week. 

Are your sales keeping pace? Insure your sales 
growth with advertising in these newspapers! 


OKLAHOMA CITY is one of the 


5 FASTEST GROWING 
MARKETS in the U.S.! 


Westinghouse 


(continued from page 27) 


struck”) pushed ahead 12.6% and 

onsumer products rose 24.3%. (Sep- 

arately, general products came out 

well ahead. Apparatus—the big stuff 
was slowest to come back.) 

Some straws in the Westinghouse 
wind: Second-quarter appliance sales 
gained 36.3%. ... June TV set pro- 
duction was 70% ahead of June 1955, 
and TV set bookings for the third 
quarter were up 600%. Orders 
for new transistor radio sets equaled 
179% of anticipated production. .. . 
Apparatus divisions got an order for 
the largest-ever 1,800-rpm generator 
and a multimillion-dollar order for 
ignitron rectifier potlines. Gen- 
eral Products reported second-quarter 
bookings for the Elevator Division 
57% from a year ago, and 
production of x-ray equipment climb- 
ing 150% from pre-strike level. 

Customers were not merely watch- 

Westinghouse. 


rising 


A $10 MILLION FALL MERCHANDISING PROGRAM will help retailers move 
such Westinghouse products as its new line of television sets. Tom Kalbfus, 
sales manager, television-radio division, sells a buyer of Jordan Marsh of Boston. 
Television receivers represent just one part of Westinghouse’s expanding list of 
consumer products in the electrical field. Its full lines of refrigerators, washers, 
dryers and radios are also included in the big fall promotion. 


Westinghouse Rebuilds 


a Battered Reputation 


Compound fracture of a reputa- 
tion takes time to mend. And skill in 
the “setting.” 

Surveys made during the strike pe- 
riod revealed what Dale McFeatters, 

p for information services, calls a 
“name decline.’’ Presumably, a lot of 
people thought worse of Westing- 
house. 

This situation was aggravated by 
a pre-strike decline in 1955 earnings; 
Congressional investigation of the 
Westinghouse-powered (and_report- 
edly under-powered ) J40 
plane; 


military 
the company’s alleged role in 
public vs. private power and an at- 
tempted boycott against it in the TVA 
area, and pre-strike employe unrest 
in several localities. 

All these, and the strike too, West- 
nghouse had to “explain’’ with a re- 
lations staff only one-third as large as 
that ot G I . 

Last winter an informal reputa 
tion-rebuilding committee came into 
being: V-P’s Cresap, Hodnette, Mc- 
Witting; Roger H. 
Bolin, manager of general 2dvertis- 

g, and Charles Fry, 


Featters and 
public rela- 
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tions director under McFeatters. 
group developed a 
gram: 

1. When the strike was settled, get- 
ting people back to work fast and 
telling all concerned that (W) was 
rolling again; 

2. A long-range effort to rebuild 
reputation and morale among all the 
groups with whom the ‘new’ West- 
inghouse must build. 

By March 7 detailed plans were 
set for the back-to-work phase of it. 
On -March 21, when the strike ended, 
there appeared: 

Teletype announcement of the set- 
tlement, followed the next day by a 
back-to-work ad in local papers. 

Letters, over Price’s signature, to 
supervisors, employes in struck and 
non-struck plants, industrial custom- 
ers, consumer product distributors and 
dealers. 

Jewell wrote Westinghouse sales 
people and Wesco personnel about 
“the meaning of the settlement.” 
Sales Record, a company sales maga- 


two-phase 


zine, carried nine messages to the 
sales force. 


A special issue of Westinghouse 
Vews told all employes the terms. 

All this, and more, was done in 
Within a week division 
managers showed all supervisors a 
movie with a message from Gwilym 
Price: .: ; 

On May 15 “A Public Relations 
Program to Rebuild the Westing 
house Reputation” was _ launched. 
“Good about (W) 
stream out steadily to various groups. 

To impress the “general public’ 
Westinghouse is getting more news 
films on telecasts; holding more press 
conferences and interviews; encour- 
aging writers’ visits; helping to de- 
velop feature stories on Westinghouse 
“accomplishments ;” seeking to reach 
a “broader audience” for its atomic 
power story. 


two days. 


news” should 


In August pieces presumably set 
for publication were 10 magazine fea 
ture articles, on subjects ranging from 
science talent and nuclear power to 
home laundries and built-in ovens. 
“Committed and being developed”’ 
for newspapers, syndicates and busi- 
nesspapers were a dozen more. 

Press conferences included a pre- 
view of the Democratic convention 
setup in Chicago (to which 50 re- 
porters were flown specially from the 
East); introduction of “Beauty 
Tone” lamps in New York; Research 
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be Sure to SELL SYRACUSE 


...and the 15-County Syracuse Market 


25,000 UNDERGRADUATES return this month fo ten universities and colleges in the 
Syracuse trade area. They bring plus buying power to a great market where 1.3 million 
people spend $1.9 billion a year. 


Most of them . . . like ‘most everyone else in this heartland of New York State. . . 
are influenced in their buying preferences by Central New York's most powerful selling 
force: the Syracuse Newspapers. 


These newspapers deliver 100% saturation coverage of metropolitan Syracuse — 
effective circulation in the 14 surrounding counties. No other combination of media can 
do a comparable job at a comparable cost. 
FULL COLOR AVAILABLE — DAILY AND SUNDAY 
Represented Nationally by MOLONEY, REGAN & SCHMITT 


HERALD-JOURNAL & HERALD-AMERICAN ye THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: ‘Combined Daily 233,611 Sunday Herald-American 221,244 Sunday Post-Standard 105,094 
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Center dedication in Pittsburgh; 


showing of super-computers installed 
at Sharon, Pa., and East Pittsburgh. 

In addition, six “major news 
stories” were set; 14 ready “on ap- 
proval;” 40 being done, and seven 
TV news films prepared. 


Plant communities: One study 
showed that, in some plant towns, 
“Westinghouse has very poor rela- 
tions’ with local media. Its people 
should be more active in local organi- 
zations. Nine other types of local ef- 
torts are urged. HQ is offering local 
managers a “Community Relations 
Manual,” preparation of which was 
delayed by the strike, and may offer 
a regular “package” service on these 
problems. 

Karlier this year the company found 
that “the strike has hurt recruitment 
of college graduates.” Several steps 
are being taken among educational 
and professional people to keep the 
“brains” coming to this “leader in 
research and development.” 

“In the business and technical press 
and direct communications,” indus- 
trial customers are now getting the 
works. Westinghouse is going 
to,some trouble to give trade editors, 
by separate trips, “exclusives” on the 
same story, and plans meetings with 
editorial staffs of publications that 
serve major industrial markets. 


Suppliers: “Purchasing people con- 
tact more outsiders individually than 
any other group.” Westinghouse 
should “develop them . . . as an out- 
let for company information.” More 
publicity is being given to suppliers 
and subcontractors. 


Government: “The strike revealed 
a lack of acquaintance with political 
officials at almost every level.” Local 
officials are being brought to plants 
to learn about Westinghouse—and in 
turn to talk about their work and 
problems. Westinghouse News publi- 
cizes “worthwhile government serv- 
ices at the local level.”” And the com- 
pany gets the word around about its 
role in “highway lighting contracts, 
power stations, recreational facilities,” 


erc. 


Employes are “the hub of commu- 
nity and general” pr. Westinghouse is 
making studies at plant locations to 
measure the “extent of their trust in 
the management . . . and expose spe- 
cific problems.” In-plant communica- 
tions are being strengthened. This 
year's over-all theme is: ‘We do care 
about people.” 

At the same time more product 
sell is being put into employe papers 
—as witness one weekly issue of the 
News: ' 
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East Pittsburgh section (mainly 
heavy industrial products): “Em- 
ployes and their families attending the 
68th Annual Outing will see a com- 
plete display . . . of home appliances 
and radio and TV sets.” .. . Metu- 


chen, N. J.: “Distributors See New 
Radio, Television Lines.” Baltimore 
divisions: “Venezuela Distributor’s 
Sign Features Our X-Ray Products.” 

. Vicksburg, Miss.: A big slogan, 
“Watch Westinghouse!” 


Westinghouse Adds Oomph 
To Wider Consumer Line 


Consumer products may be only 
25% of all (W) offerings. But they 
help to sell all of them, and they are 
developing a rather lusty volume on 
their own. 

In major and portable appliances 
the Westinghouse line at last is as 
wide as G-E’s. One count shows 10 
major and 18 portable appliance 
types. This does not include such 
gadgets as fans, dehumidifiers and 
electronic air cleaners, home water 
coolers and radio and TV sets. 

A simpler approach may be to say 
that since World War II the Elec- 
tric Appliance division alone has in- 
troduced 25 brand-new products— 
among them eight types of cookers; 
dishwashers and food disposers; elec- 
tric blankets and sheets; a built-in re- 
frigerator-freezer and 25-inch-wide 
washer-dryer combination, and room 
air-conditioning. 

To a long tradition of craftsman- 
ship, Chris Witting and his people 
are adding style and color. The de- 
sign firms of Raymond Loewy of New 
York and Peter Muller-Munk of 
Pittsburgh are seeking to instill both 


high fashion and strong urge in 


erstwhile household utilities, and the 
admen and publicists are at least 
equally eloquent about them. 

Lately the publicists have pro- 
claimed “Pop-up toasters in four new 
confection colors’ (and built-in ovens 
at least as chromatic) as well as a 
new “Carousel” model vacuum 
cleaner. . . . A new refrigerator 
freezer “can be mounted vertically 
or horizontally.” . . . To insure ade- 
quate outlets for portable electric aids 
(and thus consume still more juice 
from Westinghouse public-utility cus 
tomers) a new “Automatic Appli 
ance Center’ permits five plug-ins at 

And to win back broadcast 
receiver business (W) offers for 1957 
“all transistor portable radios’ and 
all-new TV ‘sets with 
superiority.” 

After this it’s just a short jump to 
electronic tubes for such devices and 
then (we still seem to be in Con- 
sumer Products) 
nitrons, kenotrons, magnatrons, image 
orthicons, phanatrons, thyratrons, 
vidicons, x-ray and nuclear power. 

Such things help you Watch West 
inghouse very kindly indeed. 


“21 points of 


to tubes for ig- 


12,000 Sales Manpower 
Girds for More Volume 


America’s biceps are tattooed with 
a (W). 

Westinghouse peddles energy—or 
at least the means to create, distri- 
bute, harness and consume it. Per 
haps the growing strength of the econ- 
omy should be reckoned not in $ 
but in Ap. and kwh. 

In 1900 each American had one- 
half of one horsepower at his com- 
mand. Today, he drives more than 40 
“horses.” One hp. is what it takes 
to lift 33 pounds in one minute. Since 
one hp. equals 0.7457 kilowatts, our 
collective estimated 6.5 billion hp. 


comes to nearly five billion kw. 

Nearly all of it happens to be un 
der the hoods of motor vehicles. But 
the generating and applying of 
“juice” still turns out to be a tidy 
business. Electric utilities double 
their output every decade, and for a 
long time the electrical industry’s phy- 
sical output has grown at a rate more 
than twice as fast as that of the econ- 
omy as a whole. 

In this, for seven decades, West- 
inghouse peddlers have played a big 
part. 

By 1960 the doctors of science and 
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THEY STILL WEARING SPATS AT 
FOOTE, CONE & BELDING? 


And you lads at Campbell- Mithun and Leo Burnett? 
Create good advertising but you don’t always put it 
where it will do the most good. At least in Philadelphia. 


Shake it up, fellas. Read all about the way to move 


merchandise in Delaware Valley. 1956 style. 


Ready? First off, you don’t need all three Philadelphia 
papers. Take either of the full-size papers and the DAILY 
NEws. You get up to 94% coverage ih the City Zone. 


Now keep reading, please. Substitute the tabloid-size 
NEws for either full-size daily. What happens? You lose 
nothing but duplication. You sell Philadelphia. And the 


REPRESENTED BY: 
REYNOLDS-FITZGERALD * New York * Chicago + Detroit * Syracuse 
Atlanta «+ Los Angeles * San Francisco + Seattle + Philadelphia 
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money you save by dropping either of our full-size con- 
temporaries gives you strong local impact in markets 
where no Philadelphia daily is a significant factor. 
Choose lush towns like Trenton and Camden. Wilming- 
ton, Delaware. Norristown or Chester, Pennsylvania. 
You get these free! That’s the sure-fire way to sell the 
prosperous Delaware Valley, son. 1956 style. 


Alone or in combination, you need the News. Get the 
job done . . . and get change. Phone our reps for your 
copy of the “New Philadelphia Story.” Then get with 
it. You’ll “see the bright difference” in short order. 


PHILADELPHIA DAILY 


NEWS 


the product designers doubtless will 

augment and improve the present 

’ 1 300,000-item line. But a $2.5 billion 
sales volume still will stem from the 

SA ay > f i tf GS efforts of a lot of salesmen instilling 

the right respect for Westinghouse in 

the minds of a lot of individual cus- 


a ss tomers. 


To hp. and kwh. let’s add a more 

potent force called manpower. Mp. 

3 4 & _e ts ae Pal means a lot of able men to apply to 
a big job of persuasion. Under James 

H. Jewell, v-p in charge of all (W) 

sales, some 12,000 Westinghouse-paid 

salesmen apply their energy. (Among 

these are 5,000 in the Wesco supply 

houses.) Jewell’s budget for wages 

iN FOOD STORE SALES and other factors in getting things 
sold comes to 10% of volume, o1 

$160 million of this year’s expected 

$1.6 billion. Sales manpower is 

broken down, more by markets served 

THAN than by types of products, into var- 


ious divisional and regional “‘forces.”’ 


PORTLAND, OREGON $176,167,000 As one great group they serve all 
PONTIAC, MICHIGAN . 168,715,000 industry and every home and almost 


every farm. The more “load factors” 


INDIANAPOLIS, INDIANA 162,066,000 they create, in the form of home ap- 
KANSAS CITY, MISSOURI 156,961,000 pliances, mechanized tools and what 


ever, the more generators and other 


ROCHESTER, NEW YORK 148,435,000 — they sell to create the juice 
tor them. 
DENVER, COLORADO . . 144,148,000 Recssce 


SAN DIEGO, CALIFORNIA. . $199,062,000 Multifold Expansion 

In the next decade Jewell sees vast 
potentials in electronic equipment, for 
which Westinghouse has developed 

. : wees : : more than 50 basic : ications. Ai 
San Diego is a billion dollar market — isolated by 125 miles ar = ba . appl es \ la 
" ‘ . conditioning and re rigeration woul 

from any other metropolitan market. To sell this young giant expand sixfold. The power per ma 
of a market — use the proven and wanted “saturation” circu- chine tool in metalworking plants 
lation of the San Diego Union and Evening Tribune. would triple. Mechanization of coal 


; alan eenbe - ‘ , c : 
ae a a pn a ee mining wo ild more than double thi 
of Buying Power, further reproduction not licensed. old industry’s power consumption. 


Automated factories in many indus 
tries would greatly expand the de 
mand both for juice and for many 


more controls. Atomic power in 


Che Sian Nicqo {lnion stallations will grow “enormously.” 


AND ... Ten million or more new homes 

Fi in this decade largely will be “built 
VENING TRIBUNE around” more and better electrical 
Db servants. 


meray mF As the No. 2 factor in the electrical 

THE MOST ae a industry, Westinghouse intends to 

IMPORTANT CORNER have, more than ever, both the brains 

en SRS. Saeeaee »s gal apes and facilities of “bigness” and the 


flexibility and vigor which still help 
many smaller contenders to keep alive 
and even to thrive. 
. Jewell thinks Westinghouse _ is 
. “more alert than G-E in marketing 
COPLEY NEWSPAPERS research and in marketing — and in 
15 “Hometown” Newspapers Covering San Diego, California — ss eerie, more alert in engi 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles STII Reames cs Wika eect fi ue 
..- Served by the COPLEY Washington Bureau oot Park be I wees “He 
and the COPLEY News Service. Westinghouse has just completed a 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. ; 


threefold appliance expansion — at 
Mansfield and Columbus, Ohio, and 
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Springfield, Mass. Westinghouse 
largely has ‘‘automated”’ production, 
too, and is developing new methods of 
warehousing and distribution. 

Pioneer in its industry in market- 
ing research, Westinghouse was the 
first to get information on product 
sales and potentials by territories. 
Later NEMA took on this job for 
the industry. 

And, says Jewell, Westinghouse 
has set the pace in sales training. Of 
500 to 700 college graduates taken in 
annually, one-third are trained for 
selling. 

Newest of many sales - training 
courses at Westinghouse is one for 
first-line sales supervisors. ‘These, 
Jewell explains, “are the men who 
have just made the first big jump 
upward from salesman.” Some 300 
are now eligible for it. They are 
brought in groups ot 28 to the West- 
inghouse Educational Center in Pitts- 
burgh for a two-week ‘Marketing 
Management Course.” Each class 
represents divisions, regions and head 
quarters, for all product groups. 
Among the 40 lecturers are Execu 
tive V-P Cresap and V-P Jewell. ... 

On June 14, 50 divisional sales 
managers met in Pittsburgh to study 
the selling needs of tomorrow’s West- 
inghouse. ‘They talked about objec- 
tives and strategy for their products; 
sales manpower, sales training, mo- 
tivating salesmen; field distribution, 
market research, industrial relations 
and “advertising — a sales tool.” 

The “challenge,” said Jewell, is 
“sales at a profit” and “sales to match 
our increased productive capacity.” 
Westinghouse must “organize for 
marketing.” He stressed “the relation 
of our marketing organization to divi- 
sion and company goals; the relation 
of marketing to other company func 
tions; the actual functions of our 
marketing organization, and the man- 
ning and leadership of a dynamic 
sales organization.” 

He urged the sales managers to 
“select and develop the right man for 
each job; assign clear-cut responsibil 
ity, and give full authority. 

“We must provide leadership. 
Understanding, developing, inspiring, 
integrating, representing and support- 
ing people will result in the right 
kind of people responding to the job 
at hand \ leader serves common 
needs and objectives. He inspires en 
thusiasm. He fixes things that go 
wrong. He accepts the blame. He 
gets there ahead of time. And he de- 
velops a successor.” 

Whoever leads Westinghouse sales 
a decade hence, James Jewell intends 
to pass on to him the organization and 
the manpower that will keep the 
business growing. 
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Rk remembers the man 


He caught a radio signal from. over 
the horizon and launched an industry! 


IRE recognizes Kenneth Bullington’s 

contributions to the knowledge of tropo- 

spheric transmission beyond the horizon 

and his work of applying these principles 

to practical communications systems. He 

has made possible the radio-electronic con- 

nection of distant military outposts as 

well as the radio telephone service that 

now spans the 180 miles separating 

Florida and Cuba. Dedicated professional 

" men, such as Mr. Bullington, have devel- 

KENNETH BULLINGTON, = ned radio-electronics into a vast market 

recipient of the 

IRE Liebman Prize, 1956. for many products, and these are the men 

IRE always remembers. 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for...if you want to sell the radio industry, you've got to 
tell the radio engineer! 


The 
Institute of 
Radio 

e Engineers 


Proceedings of the 9 RE 


Advertising Dept., 1475 Broadway, New York 36, N. Y. 


Sales Management 
1955 Estimate 


Youdo... If you advertise in 
the Sioux City newspapers — read 
by more than 300,000 daily readers 
throughout the rich 46-county Sioux- 
land Market Area. 


You Do . . . Because 


you can expect gratifying sales re- 
sults from this prime audience — 


READY, WILLING and ABLE to i .y 7 
eur. Che Sioux City Sournal 


eee = JOURNAL-TRIBUNE 


(W) Offers All Industry 
More Power for Tomorrow 


All divisions of Westinghouse today 
are busy turning out means to pro 
duce power and to put power to work 
to serve the nation’s needs. 

Recently, Westinghouse dropped 
“Industrial” from the General In 
dustrial Products group, directed by 
Vice-President W. W. Sproul, Jr. 
But the group continues to provide 
thousands of things for industries 
ind specifically the building industry. 

Sproul supervises 19 plants and 
16,000 employes, about 40% of 
whom kept at work during the strike 
Salesmen continued to con 
tact their varied customers, and in 


period. 


struck plants engineers and factory 
supervisors got out partly-completed 
(Some engineers working 
on things they had designed, says 
Sproul, suddenly found themselves in 
some perplexity exclaiming, “Who it. 
hell designed this/’’) 

On such efforts and ingenuity, and 
ontinued strong demand, Sproul ex- 
pects General Products volume to rise 
substantially this year. First half 
sales — not including those of C. A. 
Olsen Manufacturing Co. pushed 
15% ahead of first half 1955. In 
luding this new subsidiary, sales 
gained 22%. Olsen, acquired late 
last year, is the second largest factor 
in warm air heating. 

Bellwether of this group is a vast 
variety of small motors. Their sales 


products. 
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WORLD’S LARGEST AUTOTRANSFORMER 


at any time might make a fairly true 
index of the whole economy. And 
among “his” lines, Sproul sees par- 
ticular potentials in several others. 

“The volume of the air-condition- 
ing industry in 1955,” he explains, 
“nearly reached the volume estimated 
in 1953 for 1965!” (W) is one of 
the first four factors in central air 
conditioning. 

Research in the field of electrical 
insulation materials got Westinghouse 
into the business of plastic laminates 
(Micarta), varnishes, enamels and 
thinners. These products are a grow 
ing percentage of General Products’ 
volume. ... In this and some other 
lines Westinghouse does not compete 
with G-E. Its main rival in the 
booming elevator-escalator business is 
Otis, and in equally-active air-han 
dling equipment (for tunnels, etc. 
Westinghouse competes primarily with 
Buffalo Forge and American Blower. 

Two years hence the Boeing 707 
jet transport plane will start sched 
uled crossings of the continent in 
about four hours, with the help of 
equipment on which General Prod 
ucts already is at work. And on the 
ground motor cars before long will 
move rapidly over a new nationwide 
superhighway system, illuminated 
largely by Westinghouse. 

Apparatus Products turbines, 
generators, transformers, switchgear, 


et OR 


is a Westinghouse creation. 


Installed and operating at the Tanners Creek Plant of the Indiana and Michigan 
Electric Co., Lawrenceburg, Ind., it has a twin at another location. 
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capacitors, industrial furnaces, etc. 
normally represent 35% of Westing- 
house sales, and reportedly an even 
larger share of profit. 

All of these factories were struck, 
says J. B. Walker, sales manager for 
this group. But with supervisory, en- 
gineering and sales people rolling up 
their sleeves, a fair amount of this big 
stuff was turned out. 

“Because we often have to design 
ahead for five months,” Walker points 
out, “it’s hard to keep engineering and 
production in balance. When the 
strike hit last fall we were nearing an 
engineering bottleneck. At the strike’s 
end manufacturing had a pile of work 
to do. 

“During the strike orders arrived 
at a rate 150% of that before the 
strike started. ‘The reasons I think 
were: 

“1. Our customers looked on us 
as the protagonist for a// industry. 
They wanted to give us a vote of 
confidence. 

“2. We've worked with a lot of 
them for a long time. (Forty per cent 
of Apparatus business is done with 
utilities, 60% with other industries. ) 
We know them and they know us. 
But the strike gave them special rea 
son for believing in us. 

“Though it cost us plenty of busi- 
ness, we tried to keep customers. We 
subcontracted many orders. And to 
some customers — especially smalle: 
ones whose lives depend on fast equip- 
ment deliveries — we suggested that 
they cancel with us.” Walker men- 
tions “one little steel maker whom 
we took to competitors, to make sure 
he got his equipment on time.” 

“Such customers, and others, told 
us: ‘Rest assured, we'll make it: up 
to you’ . . . Quite a few of them 
already have.” 

Apparatus volume this year will 
be about as large as the $600 million 
of 1955. But a few fat plums can 
make a difference. Recently, 
Public Service Co. of New Jersey 
ordered a couple of turbines — total 
price: $18 million. . . . Some years 
ago, on the strength of one postcard 
query, Apparatus started looking into 
the possibilities of a proposed Grand 
Coulee Dam on the Columbia River. 
Thirteen years later Westinghouse 
had sold $30 million of generators 
for this job, and had developed a 
total “equity” in Grand Coulee of 
$45 million. 

The nation’s defenses tomorrow 
will be dominated primarily by such 
forces as jet propulsion, guided mis- 
siles, nuclear fission and fusion 
all of them electronically-directed and 
controlled. In four years Westing- 
house expects the sales dollars of the 
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‘The Niagara Executive Cushion 


hid, 


Want to be thoughtful, 
unusual and practical? 


THIS CHRISTMAS, 
GIVE THAT SPECIAL CUSTOMER THE 


fh 


CYCLO MASSAGE 


EXECUTIVE 


CUSHION 


... A wonderful aid in relieving nervous tension, fatigue 


Be the most thoughtful giver this season 
—give the wonderful Niagara Cyclo- 
Massage Executive Cushion. This gift 
tells your very special customer or 
associate that you have his best interests 
at heart—his comfort, health and well- 
being. 

A few minutes of soothing, deep- 
penetrating Niagara Cyclo-Massage 
during the day will help him relax, and 
relieve nervous tension, muscle stiffness 
and that dead-tired feeling so common 


SEND COUPON, 
OR CALL 
JAMESTOWN 
2201 


among busy executives. Three years of 
clinical testing in many outstanding 
teaching hospitals and medical schools 
confirms these highly beneficial values 
of Niagara Cyclo-Massage. 

The Niagara Executive Cushion is an 
ideal gift . . . it’s new, different, prac- 
tical, will last a lifetime, will be used 
every day, and will help promote better 
health. What better qualifications could 
a gift have? 


MASS ett ES tak Oe ST Ee Me Ty Se iia 5 
NIAGARA, Dept. SM-916, Adamsville, Pa. 


Please send full details, including quantity discount information, about 
the Niagara Executive Cushion. 


(Mercer Co., Pa.) 


mon CFU 
- cat. oP by > 
Good Housekeeping 

20, * 


*) 


lie on for a new sense of well-being Copyright 1956, Niagara Therapy Mfg. Corp. 
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Defense Products Group to expand 
from about $210 million in 1955 to 
$500 million. 

As for Atomic Power Products: 

A year ago at Groton, Conn., I saw 
the G-E powered submarine Sea Wolf 
slide blithely down the ways into the 
Thames River. She hasn’t been heard 
from since! 

In the long list of “firsts” which 
Westinghouse claims in atomic power 
is the Westinghouse-powered Nauti- 
lus, which by now has gone more 
than 42,000 miles. This company is 
now powering more submarines, as 
well as the first nuclear reactor for a 
large surface vessel. 

(W) had developed pure metallic 
uranium (by the ounce, for possible 
use in light bulbs) when it was sud- 
denly called on by Uncle Sam, in 
1942, to turn the stuff out by the 
ton. Later it came up with the first 
pure zirconium for an atomic re- 
actor, and built the first reactor to 
make power in substantial quantities. 

With the AEC and for Duquesne 
Light Co., Pittsburgh, Westinghouse 
is now building the first nuclear re- 
actor in the USA to power a full- 
scale generating plant; is developing 
with Pennsylvania Power & Light 


A WESTINGHOUSE FIRST is the atomic engine that powers the U. S. S. Nautilus. 
Previously, in 1953, Westinghouse built a full-size land-based prototype at a 
desert test site in Idaho which produced substantial quantities of power. 


Co., Allentown, the first homogenous- 
type reactor for a generating station; 
soon will start a reactor in New Eng- 
land, and is supplying one for Bel- 
gium. 

Rapidly, Westinghouse is putting 
the atom on a nuts-and-bolts basis: 
From the first privately-financed 
atomic parts factory, nuclear power 
plant apparatus is being engineered, 


“Money, Sex & Guts" Program 
Would Double Consumer Sales 


When I suggested to Chris J. Wit- 
ting, v-p for Consumer Products divi- 
sions, that until now Westinghouse 
has looked on these things as the tail! 
of the turbine, he replied: “We've 
been just the Aair on the turbine’s 
tail. Consumer products were win- 
dow dressing — and you might say, 
Eighty-five percent of cor- 
porate profits came from industrial 
stuff.” 

Witting bears no gripe against tur- 
bines. In fact he thinks “it makes 
sense to sell more home appliances to 
put more turbines to work.” 

The hair has started to wag the 
tail, and the tail the turbine. If Wit- 


ting’s 


luxuries. 


“money, sex and guts’ pro 
gram pays off as planned, Consumer 
Products alone will be a $1 billion 
Westinghouse business in 1961. 
Until blond, 41-year-old Witting 
was put in his present post last No- 
vember, he may not have known a 
Waste-Away unit from a Wash-N- 
Dry. He was an accountant turned 
showman and salesman. He got into 
showbiz by setting up the business 
organization that managed camp per- 
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formances for the USO in World 
War II; became controller of USO- 
Camp Shows; managed the former 
DuMont ‘Television Network; then 
became president of Westinghouse 
Broadcasting Co. — the sales and 
profits of which reached highest-ever 
levels in 1955. 

Since May, Richard J. Sargent has 
worked with him as manager of mar- 
keting and distribution of the Con- 
sumer Products Group. Now 45, Sar- 
gent has sold (W) for two decades. 
Starting as a wholesale salesman, he 
was made manager of- home laundry 
equipment in 1949, and three years 
later general manager of the Major 
Appliance Division. 

Gobs of new blood are being poured 
into Consumer Products. 

But the old blood was flowing 
pretty well. And in the last decade 
top management has tried to give this 
group both the authority and the tools 
to do a stronger competitive job. 
Until the strike, Consumer sales in 
1955 were running 10% higher than 
1954. Of $296 million for new fa- 
cilities, completed just before the 


manufactured and sold. 

Atomic Power Products divisions 
now stretching from Pittsburgh to 
Arco, Idaho, have been working 
steadily to produce more power tot 
tomorrow. In Westinghouse growth 
President Price predicts that they will 
“play a substantial role sooner than 
we, or anyone else, expected two years 


ago. 


strike, $100 million went into Con- 
sumer lines. 

“When the strike hit,” Witting 
explains, “our distributor and factory 
warehouses had two to three months’ 
supply. But this wasn’t enough for 
Christmas promotions. 

“As the strike dragged on, we were 
still offering 1955 appliances, against 
our competitors’ 1956's. . Laundry 
equipment which we showed to the 
trade last January did not finally 
reach dealers’ floors until August 
Meanwhile, we've just introduced 
our 1957 laundry line! 

“But as fast as available, we showed 
new models — even if they were only 
mockups. We never let anyone doubt 
that we're in this game for keeps. We 
did not lay off a single salesman. 

“All 1957 major appliances will 
reach the trade on schedule before 
January 1. 

“When the strike ended, we might 
have made the most of ‘scarcity’ by 
pushing only de luxe models. But in- 
stead we brought back, as fast¢as pos- 
sible, complete lines covering all price 
ranges. A great many people were 
impressed with our fairness.”’ 

They learned promptly, too, about 
a new Westinghouse aggressiveness. 

Early in April field sales staffs were 
brought into their factory headquar- 
Mansfield, Ohio; Elmira, 
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“Eh Bien” 


said Hercule Poirot 


—_ 


% nd 
\ 


“Why must you disturb the greatest detective 


in the world over so simple a matter? 


“For that matter—why a detective at all? The 
merest babe—anyone who can add—must 


quickly arrive at but one conclusion— 


“‘In Baltimore, more than half of Baltimore’s 
families read the Baltimore News-Post & Sun- 
day American.” 


And do you know . . . Audit Bureau of Circu- 


lation confirms Monsieur Poirot’s conclusion. 


Baltimore 
ra — News-Post 


Hercule Poirot, Agatha 
Christie’s famous fictional 


detective solves another 


Dodd, Mead & Company. 


and 
Sunday American 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 


Offices in 15 Principal Cities 


SEPTEMBER 21 1956 


t 
ry 
eae 2) 


— 
> 
5 


‘ Benn . 


148 


ohn 


3 


tes eel 


A SLICK “SALESMAN” 


... Without adding to your payroll! 


BOOST YOUR SALES VOLUME ... without adding 
aman... by putting SLICK to work for you. Your 
products arrive faster . you get faster turnover 
more sales. You can use the delivery time saved as more 
selling time for new business. You get the jump on 
competition .. . keep customers happy through greatly 
reduced spoilage, damage, losses. 


Get your products to market when prices are at their 
peak ... and there’s less opportunity to cancel. Besides, 
the faster the sales, the faster your company’s capital 
investment comes back for further promotion, further 
production, more sales! 


What’s more 
than surface! 


. SLICK airfreight rates are often less 


No wonder so many sales-wise sales managers are mak- 
ing it company policy to SHIP VIA SLICK .. . CER- 
TIFICATED, SCHEDULED AIR CARRIER. It pays! 


Certificated, Scheduled OVER A 
° DECADE OF 
Air Carrier = SERVICE 


Member ATA 


INC. 


World Headquarters: 3000 WN. Clybourn Avenue (/ Burbank, California 


ee cirmail * air express * overseas passenger charter 


N. Y.; Metuchen and Bloomfield, 
N. J., where the division sales man- 
agers told them about products and 
plans. Then, within three weeks, re- 
gional managers held meetings at 90 
distributor points for thousands of 
dealers. 

The watchword was “WATCH 
WESTINGHOUSE!” 

A film showed that, within three 
days after the strike, production of 
six major appliance lines already was 
more than 90% of schedule. On two- 
and three-shift operation, six days a 
week, Westinghouse meant to pro- 
duce as much in nine months of 1956 
as in all 1955. Dealers could offer 
“specials right now to meet competi- 
tion.” 

Chris Witting emphasized that 
managers and distributors should 
“(1) build trade morale quickly; 
(2) get behind our new marketing 
plans; and (3) keep us informed of 
competitive practices, including 
prices.” 

Millions of people, he said, were 
wondering about Westinghouse: In 
1954 this was “one of the top 10 
among the fastest-growing companies 
in America.” (Actually, in 1953, 
Westinghouse sales edged upward 
only $54 million, or 3.4%.) Then 
came “the longest strike in ‘modern 
labor history. . . . Everybody wants 
to know about Westinghouse. 
Traditionally, Americans love an 
underdog.” 


Underdog Bites Back 


This downtrodden dog still had 
some bite in him: 

“1. The name itself, long stand- 
ing for electrical ‘leadership.’ 

“2. The market is basically sound, 

though highly competitive. 
“3. We have the tools to make 
and keep ourselves competitive.” 
(Here the $296 million was raised to 
“nearly a half-billion dollars for eff- 
cient production facilities.’’) 

“4. Consumer Products is headed 
by a new, young, aggressive manage- 
ment. 

“5. Our financial position is sound. 

“6. Our new products are sound, 
competitive, saleable. 

“And we know where we're going.’ 

Witting emphasized that Consumer 
Products intended to expand to 
“50% of the (company) gross; ... 
to $750 million by 1958! .. . It will 
be done by slate-cleaning new policies ; 
by thrilling and imaginative new 
products; by vigorous, determined 
new people . . . and by re-inspired, 
re-invigorated veterans.’ The new 
slogan is “a challenge, a declaration 
and a promise: 

(A record speaks) : “WATCH WEST- 
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Slow shipping had Sam in a most pressing plight 


Now shipping is swift—there’s no strain or duress 
The Boss put the squeeze on with all of his might 


Sam calls on dependable RAILWAY EXPRESS! 


a 
1 
i 
! 
! 
i 
i 
i 
i 
! 
i 
] 
1 
! 
! 
L] 
i 
! 
i 
i 
i 
] 
i 
' 
i 
' 
i 
i 
i 
i 
i 
i 
1 
i 
i 
i 
i 
i 
i 
i 
! 
! 
i 
i 
i] 
i 
1 
i 
i 
! 
! 
! 
! 
! 
! 
! 
i 
' 
! 
! 
i 
i 
i 
! 
1 
! 
1 
i 
i 
! 
i 
i 


he ce ce ce ee ee ee ee ee ee ee ee ee a ee 


Le 


4 


Whether you're sending or receiving, LW 
whether your shipment is big or small, whether Q h\ A L 

‘ you're shipping here or abroad—always EXPRESS 
specify Railway Express. You'll find it makes . G E N cx 


the big difference in speed, economy, and 


re] \:\ 


safe, sure delivery. And now you can 
make fast, economical shipments via 
Railway Express Agency’s new international 
air and surface connections. It's the complete 


shipping service, free enterprise at its best. 


ee Safe, swift, sure 


Railway Express International Service now includes affiliations with: SEABOARD & WESTERN (and connecting carriers) 
TACA ... TAN AIRLINES * also SCHENKER & CO. and the AMERICAN EXPRESS COMPANY foreign connections. 
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INGHOUSE!” — for these reasons: 
where Big Things Are Hap- 
pening For You!”; “ . where the 
Future is already in Production!” ; 
s First in Atomic Energy!” ; 
for the smartest line in the 

business!”’; and for dealers: 
where Your Future Comes First!” 

A film introduced members of the 
“new management team”: Chris Wit- 
ting, John Craig and Edward J. 
Kelly the second a v-p in charge, 
Appliance Division, the cast, general 
manager, I'V-Radio Divisions, and 
plants, new ideas, new 
products: The ‘Miracle Mile’ at 
Metuchen; an ultra-modern tube 
plant at Elmira; a new Appliance 
Center at Columbus.” 

“Watch Westinghouse” would 
burst forth soon in a campaign using 


then “new 


“every major means of communica- 
tion.”” Four full page newspaper ads 
would run in “every marketing area.”’ 
“The biggest program yet,” 
was in the works. (Some publications 

specifically Time and The Wall 
Street Journal — had reported deal- 
ers as saying: “Westinghouse does not 
do enough for us at the local level.’’) 

In each of 100 cities 100 radio 


spots over 


co-op 


a two-week period would 
launch “Watch 
“Studio One” 
on CBS-TY. 


after ad 


Westinghouse.” 
would tell the story 
There would be “ad 
in top-circulation magazines 

including Life and The Saturday 
Evening Post’ (four in May alone.) 
These promoted “Confection Color 
Kitchens” ; “9,832 Great Minds with 
a Single Thought” 
product designers) ; 


(engineers and 
“They're 
things 


doing 


the most wonderful about 
Weather” (air-conditioning, fans, 
blankets, etc.), and “‘Deco- 
rate with Light’’—specifically “Beauty 


‘Tone”’ lighting. 


electric 


The trade heard separate pitches 
on different appliance lines, and on 
contract sales to builders. Westing 
house claims to separate dealer and 


builder business, and intends to do 
better than “our friends at Hot 
Point, General Electric and Frigi- 
daire .. . in protecting regular dealer 
distribution.” 

“Watch Westinghouse” was wrap- 
ped up in a brochure that reached 
distributors April 9. The “product 
story” was told in a 16-page insert in 
Electrical Merchandising and Retail- 
ing Daily. 

Then came “Operation Landslide.” 

On July 2 dealers gathered in 150 
distributor cities to hear plans of 
Westinghouse sponsorship of CBS 
coverage of the forthcoming political 
fight, and how they could gain from 
it. For this three-month “political 
package” the company is paying $5 
million. And $5 million more buys 
tie-in advertising in magazines, local 
promotion, point-of-purchase and pre- 
miums, 

During Westinghouse sponsorship 
of the 1952 campaign broadcasts deal- 
ers sold one million specially-priced 
ice-cube trays. This fall they are of- 
fering for $1.18 a $3.50 tray that 
delivers ice slices instead of cubes. 
Display kits turn dealers into “cam- 
paign headquarters.” TV commer- 
cials promote a series of major ap- 
pliance “‘specials.”’ 

Westinghouse counts on at least 
154 “campaign commercials” : 60 dur- 
ing each convention, 18 during nine 
weekly 
Election 


} 


debates, and at least 16 on 

Night. CBS-TV is now 
“available” to an estimated 38.3 mil- 
lion sets, or 95% of all U.S. sets, 
and CBS radio to 46.2 million homes, 
or 92.2% of all radio homes. 

In mid-July, for two weeks, dealers 
went to distributor 
learn how they 
“Landslide.” 

On July 26 distributors and their 
salesmen in 52 


she ywrooms to 


might win with 


cities sat in on a 
closed-circuit telecast to see the prod- 
ucts to be promoted; to hear Com- 
mentator Walter Cronkite and Com- 


Shake hands with the world’s BIGGEST farmers! 


Wallaces” 
Farmer 


PAPERS AND MAGAZINES CARRYING 
FARMING INFORMATION WHICH IOWA 
FARM OPERATORS WOULD CHOOSE IF 
THEY COULD “TAKE ONLY one.” * 


Newspaper 
Aa Farm 


Mag. A a 


Mag 


10.3% 


5.0% 
Se od 


*From “inFarmation No. 2"’, an area sampling survey con- 
ducted by the Statistical Laboratory of lowa State College. 


4.9% 3.9% 
Wi 38 


Newspaper 
8B 


FARMING is Iowa’s biggest 
industry, producing income in 
excess of $2 billion a year. Elmer 
H. Meyer, Cedar County, is typi- 
cal of the audience of the “‘world’s 
biggest farmers’’ you reach when 
you advertise in Wallaces’ Farm- 
er and Iowa Homestead. It’s the 
publication practically all of them 
subscribe to and depend on, more 
than any other. 


WALLACES’ FARMER a«z IOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 


mercializers Betty Furness and Wal- 
ter Brooke. The high brass of Con- 
sumer Products made it clear that, 
whichever party may lose in Novem- 
ber, Westinghouse and its dealers will 
win. 

Then on July 30, 133 Consumer 
Products executives went out on the 
road for a week personally to rally 
dealers. All told, the executives and 
their entourage, while concentrating 
on 35 key cities, made their presence 
felt in 500 cities and towns. 

“We reached,” says Witting, “more 
than 4,000 dealers. These represent 
75% of our tota! major appliance 
volume. They gave us a warm wel- 
come. More important, they 
set to sell.”’ 

In 1955, 


were 
13,068 dealers bought 
one or more Westinghouse major. ap 
pliances. But 1,900 do 66% of all 
(W) volume in these products. 
From here on in, Witting points out, 
Consumer Products will concentrate 
on fewer-but-better dealers, and seek 
to turn them into full-line ‘“Westing 
house Appliance Centers.” 

“During the 
Sargent, 


Dick 
“nobody missed us. Other 
lines were available. . . . But now 
that we’re back in business, we intend 
to make our lines indispensable—and 
to work only with those distributors 
and dealers who work with us. 


strike,’ says 


“Dealers now recognize that there 
are going to be fewer-but-stronger 
manufacturers in this business. They 
know that we are here to stay. Some 
of the best are joining our team. . . 
Why did our radio set business rise 
only 6.6% in the first half? Because 
of the dumping of manufacturers who 
are going out of business.” But at 
least, under Ed Kelly (ex-Emerson 
and RCA) this division has “turned 
a loss into a good-size profit.” 

Not long ago there were 150 IV 
setmakers. ‘There are still 40 makers 
of electric dryers, 17 of electric re- 


frigerators, etc. Production capacity 
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of the last group is eight to 10 mil- 
lion. A good year’s sales of electric 
refrigerators is four and one-half mil- 
lion. 

In electric consumer products, as 
in motor cars, Witting and Sargent 
believe, four or five streng manufac- 
turing factors will survive: “Thes 
will be the ones who plow back profits 
into better facilities and better prod- 
ucts for tomorrow, and the ones who 
sell soundly and consistently.’ And 
as in automobiles, the surviving deal 
ers increasingly will concentrate on a 
single brand. 

Witting expects to deserve, and 
get, ‘‘the cream of them.” 

He cannot easily throw out a small 
dealer who buys, say, only laundry 
equipment. But, if he could, he would 
drop 8,000 or more of the present 
13,000 . Officially, he says, “we're 
shooting for 8,000 full-line dealers. 

This mean 
throwing Podunk out the window. 
Full-line dealers will start in rural 
ireas.”’ 

Westinghouse has long sold such 
strong merchandisers as Macy’s, Gim 
bel’s, May, Allied Stores and AMC 

Federated Department 
Since the strike it has signed, among 
others, Lit Brothers (with four stores 
in the Philadelphia area) and Geor- 
gia Power & Light Co. 

The “Appliance Center’ trend 
already is under way. Formerly the 
Westinghouse distributor ‘in “Den 


program does not 


Stores. 


ver’ (whose territory reaches up into 
Wyoming and down into New Mex- 
ico) sold 76 dealers. Now he serves 
and seeks to develop 24+. Of the 24, 
11 are exclusively Westinghouse. .. . 

Witting and Sargent think dealers 
and their sales people should get their 
reward primarily from greater sales 
to a growing group of satisfied cus- 


tomers. They denounce the practice 


of “spiffs,” or bribes for the pushing 


of certain lines. And in contests 
Westinghouse prefers to confine 
prizes largely to its own merchandise. 

“Today,” says Sargent, “too many 
manufacturers tell the dealer that, it 
he buys X number of pieces, he'll win 
a trip to Havana. When the dealer 
comes home, sun-tanned but hung- 
over, he still has X pieces to sell. ... 
Some dealers can spend all their time 
traveling on somebody’s party. 

But how about selling?” 

Consumer Products embraces sev- 
eral sales forces, whose products ulti- 
mately are sold through hundreds of 
thousands of dealers. As compared 
with 80,000 major appliance dealers 
in the U.S., for example, 280,000 
housewares dealers carry such things 
as fans, irons and toasters. Lamp 
bulbs, of course, can be bought almost 
as widely as cigarets or chewing gum. 
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The broad line is wholesaled 
through 125 Westinghouse-owned 
Wesco “supply houses” and 20 inde- 
pendent distributors. In major and 
portable appliances 70% of volume 
is through Wesco. Westinghouse 
salesmen trained Wesco and distribu- 
tor salesmen; help them to train the 
dealers’ people, and otherwise see to 
it that their divisional products are 
promoted. Forty-four men compose 
the major appliance force; 65 work 
on portable appliances; 20 on refrig- 
eration specialties; 25 on radio-TV, 
etc. All report to regional managers, 
who in turn report to product divi- 
sion sales managers. 

For Consumer Products the Wesco 
houses have not been an unmixed 
blessing. Until 1946 their function 
was “supply,” industrial 
products. (They still do a big volume 


primarily 
in ‘service’ items not competitive 
with those of Westinghouse. ) 

“When they took on our Consumer 
Products,” Witting points out, “they 
thought it was their job to get our 
appliances on the floor of every deale1 
who might conceivably handle them. 

“Finally, 18 months ago, the o1 
ganizations of Westinghouse, Westco 
and independent 
split three ways. In each of our own 


distributors were 


sales branches one manager was ap- 
pointed for apparatus and supply, one 
tor consumer products, and one for 
physical facilities. Each Wesco house 
and independent distributor was split 
similarly. And each of these parts 
was made a proft center for its share 
of the business.”’ 


Today, in all these businesses, more 
than 2,500 men concentrate on selling 
more consumer products- at a profit. 

“Money” comes first in the new 
“money, sex and guts” program. 
Combined sales target for the Con- 
sumer Products Group for 1957 is 
being set 30% higher than actual 
volume in 1955. This would be $550 
million not including about $100 
million of other-consumer-product 
sales by Wesco. In October quotas 
will be set for all distributor areas. 
“We expect,” says Witting, “greater 
share-of-market in every one of them.” 

But can Witting’s group get tough 
with them? 

He replies: “I can get rid of any 
man, either in Wesco or an independ 
ent distributor, who can’t grow with 
us.” 

He admits that “we must get close: 
to the dealer and the consumer. We 
them better. And 
always we must have less competitive 


need to know 


and more creative selling and adve1 
tising.” 

The “guts” is in the program; the 
“sex” in the products and the promo- 
tion. Westinghouse is trying to put 
high fashion in the kitchen. “Color in 
appliances,” says Chris Witting, “cre 
ates visual obsolescence.” 

Meanwhile, he wonders whether 
Westinghouse is reaching ‘all mem- 
bers of the family who influence the 
purchase of our products. . . . What 
about addressing electric dishwasher 
commercials to the kids? Can you 
think of anyone who'd rather see the 
dishes done automatically?” 


THE SPARKPLUGS of Westinghouse’s consumer products divisions, whe aim 
to push consumer sales ahead at high speed, are grouped here. Seated, ieft, Chris 
J. Witting, v-p and general manager of all consumer products divisions; Richard J. 
Sargent, genera! manager of marketing and distribution of all consumer products 
divisions, Standing, left to right, are V. D. Kniss, president of the Westinghouse 
Electric Supply Co., a distributing organization; E. J. Kelly, general manager, 
television-radio division; John W. Craig, v-p and general manager, electric 
appliance divisions; F. M. Sloan, v-p, lamp division. Not shown: Richard T. 


Orth, v-p, electronic tube division. 


$30 Million Advertising 
Starts Sales "Landslide" 


At a press conference last April, 
just after the strike, Chris J. Witting 
said that, if sales revived at a certain 
rate, Electric Corp. 
would spend a record $32 million in 
advertising this year. 

Over-all sales are not quite at 
level. But Westinghouse still will 
spend a record $30 million. This will 
be, says Roger H. Bolin, manager of 
general advertising, about $5 million 
more than 1955. 

The agencies are McCann-Erick 
Inc., for consumer products; 
Fuller & Smith & Ross for industrial 
products, and Ketchum, MacLeod & 
Grove for corporate or “institutignal”’ 
advertising. KM&G handles 
Westinghouse sponsorship of CBS 
convention, campaign and _ election 
broadcasts—the $5 million for which 
is paid for five-eights by the Con 
sumer Products Group and _three- 
eights by the Apparatus and General 
Products groups. 

After a three-year lapse, corporate 
advertising was resumed in mid-1955, 
Bolin explains. Growth in orders for 
atomic reactors led Westinghouse to 
reemphasize its place as a leader in 
research and engineering. This series 
ended in September 1955. (The strike 
was not responsible.) One corporate 
ad appeared in February. Over the 
last nine months of the year seven 
“leadership” spreads are appearing in 


Westinghouse 


that 


son, 


also 


Business Week, Newsweek, Time, 
United States News & World Report 
and Wall Street Journal. 

“Products of non-struck plants con- 
tinued to be advertised in business 
papers,” reports Raymond F. Gom- 
ber, advertising manager of the “In- 
dustrial Group.” (Bolin reports to 
James H. Jewell, v-p for sales. Gom- 
ber works on the four non-consumet 
product groups, and reports to Roger 
Bolin, general advertising manager. ) 

“But over-all,” Gomber adds, “this 
meant a substantial reduction.’ Nor- 
mally, Westinghouse advertising runs 
in a total of 117 business and pro- 
fessional papers — not including ad- 
vertising in college papers to attract 
engineers. The current list is almost 
as broad as the whole economy. It 
includes publications covering archi- 
tecture and building, aviation and 
automobiles, chemicals and coal, oil 
and steel, paper and textiles; the 
operation of cities and schools, and 
such functions as marine and product 
engineering, and purchasing. 

Because about 20%, 
lion, of the corporation’s business, 
according to outside estimate, is done 
with electric utilities, Gomber says 
that the “basic” utility group is 
Electrical World, Electric Light & 
Power and Electrical West. Although 
the Apparatus plants serving the utili- 
ties were largely shut down for five 


or $300 mil- 


months, Westinghouse ran “holding 


type’ double-spreads. 

“In other ‘struck’ areas,’ Gomber 
shows, “we were generally 
business papers — unless we had an 
important new product to announce. 
Then we moved in to get the jump on 
competitors. 4 


out ot 


. . On all ‘non-struck 
products schedules continued as usual. 

“Our top management believes in 
advertising and, even under such seri 
ous circumstances, lets group sales and 
advertising executives budget accord 
ing to needs and objectives.” 

For business papers Westinghouse 
spends $1,250,000 annually, not in 
cluding production costs. The com 
bined budget for industrial promo- 
tion, informational material and sales 
aids runs to a larger figure than that. 

“Operation Landslide” costing 
the industrial groups more than $2 
million — is a large current item. 

Roger Bolin calls it “the biggest 
three-month campaign Westinghouse 
has ever undertaken.” 

Doubtless by now you've seen o1 
heard some of these 90-second com 
mercials. Products at work tell a 
corporate story: Westinghouse con 
trols in a Ford factory at Louisville 
turn out “your precise car’ in model, 
color and accessories . Westing- 
house moves the New York subways 
speedily and safely at 40-second head- 
way . . . Westinghouse motors help 
Admiral Byrd’s U.S.S. Glacier break 
through the Antarctic ice. 

The gist of all this is that “amaz- 
ing things are happening at Westing- 
house.” The End 
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INDUSTRIAL SALES AND INVENTORY TRENDS 
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Manulacturing Sales 
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Billions of Dollars per Month, Seasonally Adjusted 


Manufacturing Sales Adjusted 
——— for Price Change 
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INDUSTRIAL SHIPMENTS rebounded in August from the 
strike-bound July levels, as steel output slowly approached 
capacity levels. Strong pressures for stee! shipments obtain 


152 


for the construction, rail equipment and petroleum indus- 
tries, which had meager stocks when the strike began. 
Inventories in August also climbed as steel built up. 


SALES MANAGEMENT 


Dealers’ Choice 


Here Is Proof Of Readership Furnished 
By Floor Covering Retailers Themselves 


Each month literally hundreds of retail in- 

quiries are received by our Reader Service 

Department in response to keyed editorial 

descriptions of new products and services ap- 

pearing in the ‘Have You Seen" and ‘‘New 

Sales Help" sections of Floor Covering 
icant PROFITS 

The graph illustrates the development and 

acceptance of this service. The figures speak 
800 ——__— 

for themselves. 

July through December 1955 
Total Inquiries Received........................1538 


Average Fer isuue..................2..i. 


January through June 1956 
Total Inquiries Received. 


Average Per Issue 


These inquiries come from department stores, 
furniture stores and floor covering specialty 
stores —- your customers and prospects all 
over the country. 


Floor Covering PROFITS alone offers this 
unique service to the retail floor covering 
trade. The resulting interest and response 
add to the reasons why your trade advertis- 
ing plans for 1957 should include 


FLOOR COVERING PROFITS 


JAN. | FEB. | MAR.| APRIL} MAY | JUNE 
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SALES GAINS AND LOSSES .n".. “on 


Hammermili Paper Co. 26 wks. 
Current operating statements show these changes in net sales volume (millions Harbison-Walker 
of dollars) for representative corporationos over the similar year-ago. 


Refractories Co. 6 mo. 
Harsco Steel Corp. 6 mo. 
Harshaw Chemical Co. 9 mo. 
Harris-Seybold Co. 1 yr. f 
Hazel-Atlas Co. 6 mo. 
Company Period 1956 Company Period tent ae Corp pg 
ACF Industries, Inc lyr.f 245.5 Congoleum-Nairn, Inc. 6 mo Wewitt-Rebine, tne. 6 me 
Aeroquip Corp 9 mo 24.3 § Consolidated Cigar Corp. 6 mo ‘ Hoffman Electronics Corp. 6 mo. 
Air Reduction Co 3 mo 43.0 Continental Baking Co. 26 wks. 5 ‘ Houdaille Industries, Inc. 6 mo. 
Alco Products, Inc 6 mo 70.8 Cont. Copper & Steel . Indian Head Mills, Inc. 6 mo 
Allied Mills, Inc l yr. f 93.3 G Cooper Bessemer Corp 5 mo. 5. ; Industrial Rayon Corp . 6 we. 
Aluminum Co. of America 6 mo 443.2 Copperweld Steel Co Inland Steel Co  jitenee 
American Bosch Arma 6 mo 54.4 39 CornProductsRefiningCo . : island Creek Coal Co 6 we. 
American Brake Shoe Co. 6 mo 96.1 66. / Corning Glass Works : ° . I-T-E Circuit Breaker Co. 6 mo. 
American Can Co 6 mo 7.8 Cory Corp " i 4 ; ; 
AmericanMetalProductsCo. 6 mo 7 Crane Co. 

American Optical Co 24 wks 35 Crown Cork & Seal Co 
American Rad.&Std.Chem. 6 mo 94.9 § Crown Zellerbach Corp 
American Seating Co 6 mo 7 Cummins Engine Co 
AmericanSugarRefiningCo. 6 mo 
American Tobacco Co 6 mo 525 533 Deere & Co 7 7.6 Lamson & Sessions Co 6 mo 
American Viscose Corp 6 mo < Detroit Steel Corp " 7 Lees (James) & Sons Co. 6 mo. 
Anchor Post Products 6 mo 9 g Diamond Match Co 5 ’ , Lionel Corp 6 mo 
Archer-Daniels-MidlandCo. 1 yr. f ‘ Dixon( Joseph )CrucibleCo. 6 5 
Armco Steel Corp 6 mo 5 : Dresser Industries, Inc 52.6 6 Mallory (P.R.) & Co. 6 mo. 
Associated Spring Corp. 6 mo DuMont (Allen B.) Manhattan Shirt Co 1 yr. f 
Atlantic Refining Co 6 mo 59, Labs Inc. . 9 Mansfield Tire & Rub. Co. 6 mo. 
Atlas Powder Co 6 mo D. W. G. Cigar Corp é 8.8 Marchant Calculators, Inc. 6 mo. 
Avon Products, Inc 6 mo Martin Co 6 mo. 
Eastman Kodak Corp ‘ 5 Maule Industries 6 mo. 
Ekco Products Co ! Maytag Co Cus 
Electric Autolite Co g 56 McGregor-Doniger, Inc. 6 mo. 
Elect. Storage Battery Co . ae ay Co. 7a. 
ree r 0., Inc. 
mee ty Hd Co Miles Laboratories, Inc. 
Erwin Mills. Inc 9 Monsanto Chemical Co. 
Munsingwear, Inc. 


Key: f indicates fiscal year. 


Johnson & Johnson 6 mo. 


Kellogg Co 6 mo. 
Kimberly-Clark Corp 3 mo 


Babcock & Wilcox Co 6 mo 
BackmanUxbridgeWorsted 6 mo 
Baldwin-Lima-Hamilton 6 mo 
Baldwin Piano Co 6 mo 
Bell Aircraft Corp 6 mo. 
Bell & Gossett Co 6 mo 
Bendix Aviation Corp 3 mo 
rae ny ine | tag e Fairchild Camera & Inst 
Borg-Warner Corp éue Firth Carpet Co 
Bridgeport Brass Co 6 mo f Firth Sterling, Inc. 
Bruaswick-Balke- Foremost Dairies, Inc 
Collender Co 6 mo x 
Budd Co 6 mo. ‘ General Cigar Co . . . Olin Mathieson Chem. Corp. 
General Foods Corp Outboard Marine Corp. 
CanadaDryGingerAle,inc. 9 mo. i General Motors Corp Owens-Corning Fiberglas 
Carborundum Co 6 mo. ; General Shoe Corp 
Carnation Co. 6 mo. ’ General Steel Castings . . . Pabst Brewing Co. 
Carpenter Paper 6 mo. : . General Mills, Inc . Pepperell Mfg. Co. 
Carrier Corp 9 mo. : General Precision Equipt. 6 : . Pfizer (Chas.) & Co., Inc. 
Ceco Steel ProductsCorp. 6 mo. 5 General Time Corp 24 . . Philco Corp. 
Certain-Teed Pdts. Corp. 6 mo. 5 64. Georgia-Pacific Corp. 6 mo. . ; Philip Morris, Inc. 
Climax Molybdenum Co. 6 mo. . Gerber Products Co 3 : . Phillips-Jones Corp 
Cluett, Peabody Co., Inc. 6 mo. . Globe Union, Inc 6 : Pittsburgh Plate Glass Co. 
Colgate-Palmolive Co 6 mo.( dom. )152.1 Goodrich Tire & Rub. Co. 6 Pullman, Inc. 
Combustion Eng., Inc 6 mo 74.1 6 Granite City Steel Co 6 mo 


National Biscuit Co. 
National Cash Register Co. 
National Dairy Products 
National Distillers Prod. 


Radio Corp. of America 
Ralston Purina Co. 
Ray-0-Vac Co. 

Reichhold Chemicals, Inc. 
Republic Steel Corp. 


, kee: Y ' Revere Copper & Brass 
4 - Reynolds Metals Co. 
, ; | Reynolds(R.J.)TobaccoCo. 
’ Vj | Rheem Mfg. Co. 
MMW UH =f 


Ronson Corp 


Shell Oil Co. 

Simonds Saw & Steel Co. 
Smith-Corona, Inc. 
Square D Co. 


MOre [se wor reece") for your meeting — Sesion ex 


Stewart-Warner Corp. 


than anywhere else in the Miami Beach area! _——— 


Textron, Inc. 


CHOICE AVAABLE DATE® ARE LIMITED Tar ag se 


Tung-Sol Electric, inc. 
WRITE NOW FOR FULL DETAILS Our FREE Group-Meeting Brochure shows you ne S See See. San. 


United Air Lines, Inc. 6 mo. 
in full color this 17-acre oceanside resort estate and private 18-hole golf course... U.S. Plywood Corp. 3 mo. 


includes blue prints of the meeting rooms (all sizes) and describes the equipment and ey et Gan. aon 
facilities that will be YOURS for your meeting! 


Walworth Co. 6 mo. 
W.Va. Pulp & Paper Co. 9 mo. 


JOHN W. TYLER, JOHN F. MONAHAN, WestinghouseElectricCorp. 3 mo. 


manager gen’! sales mgr 


Yale & Towne Mfg. Co. 6 mo. 
YoungstownSheet&TubeCo. 6 mo. 


Zenith Radic Corp. 6 mo. 


SALES MANAGEMENT 


Advertising Metal Display Company 
Robert A. Gallagher Advertising Agency 
Allied Van Lines, Inc. 
Agency: McCann-Erickson, Inc. 
American Airlines 
Agency: Lennen & Newell, 
American Telephone & Telegraph 
Company 
Agency: Cunningham & Walsh, Inc 
Aviation Age 
Agency: Hazard Advertising Company, Inc. 


Baltimore News-Post & Sunday American. 

Agency: Kaufman-Strouse, Inc. 
Better Homes & Gardens 

Agency: J. Walter Thompson Company 
Bloomington Daily Telegraph 

Agency: The Biddle Company 
Booth Michigan Newspapers 

Agency: The Fred M. Randall Company 
Buffalo Courier Express 

Agency: Baldwin, Bowers & Strachan, 
Building Supply News 

Agency: Arthur R. MacDonald, 


Campbell-Ewald Company 
Capital Airlines 
Agency: Lewis Edwin Ryan 
Capper Harman Slocum 
Agency: The Buchen Company 
Celanese Corporation of America 
Agency: Ellington & Company 
Charles Beseler Compan 
Agency: Dale & Finkels, 
Chicago American 
Agency: Charles W. Hoyt Company, Inc. 
Chicago Daily News 
Agency: Batten, Barton, Durstine & 
Osborn, Inc 
Chicago Show Printing 
Agency: George H. Hartman Company 
Chicago Sun-Times 
Agency: John W. Shaw Advertising, Inc. 


Chicago Tribune 4th Cover 


Agency: Foote, Cone & Belding 
Cincinnati Inquirer 

Agency: Stockton, West & Burkhart, Inc. 
Columbus Dispatch 

Agency: Harry M. Miller, 
Construction Equipment 

Agency: Hazard Advertising Company, Inc. 
Crest Records, Inc. 

Agency: Donaldson Associates, 


Dartnell Corporation wnee 
Agency: Arthur C. Barnett Advertising 
Delectable, Inc. 
Des Moines Register Tribune 
Agency: W. D. Lyon Company 
Detroit News 
Agency: W. B. Doner & Company 
Display Sales 
Agency: The S. C. Baer Company 
Douglas Guardian Warehouse 
Agency: The Merril Anderson Company, Inc 
Dow Chemicals 
Agency: MacManus, John & Adams, Inc. 
Drake Personnel, Inc. 
Agency: E. H. Brown Advertising Agency 


Eastman Kodak Company 
Agency: Charles L. Rumrill & Company, Inc 


First 3 Markets Grou 
Agency: Anderson & Cairns, Inc. 
Floor Covering Profits 


Robert Gair Company, Inc. 
Agency: James Thomas Chirurg Company 


General Outdoor Advertising .....3rd Cover 


Agency: McCann-Erickson, Inc 
Good Housekeeping 

Agency: Grey Advertising Agency 
Greenbrier Hotel & Cottages 

Agency: Needham & Grohmann Inc 


SEPTEMBER 21, 1956 


ADVERTISERS’ INDEX 


Greensboro News-Record 
Agency: Henry J. Kaufman & Associates 


Jam Handy Organization .........2nd Cover 


Agency: Campbell-Ewald Company 
Hollywood Beach Hotel 

Agency: Harris & Whitebrook Advertising 
The Schuyler Hopper Company 
Hospitals 

Agency: Bernard J. Hahn 


Indianapolis Ster & News 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, Inc. 
Industrial Distribution 
Agency: Royal & DeGuzman 
Institute of Radio Engineers 
Agency: The McCarty Company 


Keeney Publishing Company 

Agency: McClain & Associates Advertising 
Kleen-Stik Products, Inc. 

Agency: Burlingame-Grossman Advertising 


Life Magazine 
Agency: Young & Rubicam, Inc 
Louisville Courier Journal & Times . 
Agency: Zimmer McClaskey Advertising 


McGraw Hill Publishing Company 
Agency: Fuller & Smith & Ross, Inc. 
Machine Design 
Agency: Beaumont Heller & Sperling, 
Marshall Field, inc. 
Martseller, Rickard, Gebhardt & Reed, 
Inc. 
Marvellum Company 
Agency: Gibney & Barreca Advertising 
Memphis Publishing Company 
Agency: Rosengarten & Steinke, Inc. 
Miami Herald 
Agency: Bishopric, Green & Fielden, Inc. 
Midwest Purchasing Agent 
Agency: Baisch Advertising Agency 
Mill & Factory 
Agency: Hazard Advertising Company, Inc 
Milwaukee Journal 
Agency: Klau-Van Pietersom-Dunlap, 
Minnesota Mining & Manufacturing 
Company 
Minneapolis Star & Tribune 
Aaency: Batten, Barton, Durstine & 
Osborn, Inc 
Moline Dispatch 
Agency: Clem T. Hanson Company 
Motion Picture Advertising Service 
Agency: Walker Saussy Advertising, 


Nascon Products 
Agency: Anderson & Cairns 
Nation's Business .... 
Agency: Gray & Roaers 
New York Journal-Americon 
Agency: Bozell & Jacobs, Inc 
New York Times 
Agency: Danile & Charles 
Niagara Manufacturing & 
Distribution Corporation 
Agency: W. S. Walker Advertising 
North American Van Lines, Inc. 


Agency: Applegate Advertising Agency: , 


Ctichomen & Times 

Agency: Lowe Runkle Company 
Omaha World-Herald 

Agency: Boze! & Jacobs, Inc 
Oravisual Company, inc. 


Parade Magazine 
Agency: Calkins & Holden, 


Penton Publishing Company 132-133 


Agency: Beaumont, Heller & Sperling, Inc 
Philadelphia Bulletin 

Agency: N. W. Ayer & Son, Inc 
Philadelphia Daily News 

Agency: Weightman, Inc. 


Plastics Bending Corporation 
Agency: Burlingame-Grossman Advertising 
R. L. Polk & Company 
Portiand Oregonian aE Saws» ames 
Agency: Cole & Weber, Inc 
Product Engineering 
Agency: Klau-Van Pietersom-Dunlap, Inc 


Railway Express Agency 

Agency: Benton & Bowles, 
Remington Rand Inc. 

Agency: Paris & Peart, Inc. 
Rock Island Argus 

Agency: Clem Hanson Company 
Rubber World 


St. Paul Dispatch-Pioneer Press 

Agency: E. T. Holmgren Advertising 
Sales Management 
Sait Lake Television Station 

Agency: David W. Evans & Associates 
San Diego Union & Tribune Sun 

Agency: Barnes Chase Company 
Seattle Times 

Agency: Cole & Weber 
Sheraton Hotels 

Agency: Batten, Barton, Durstine & 

Osborn, Inc 

Sioux City Journal & Journal Tribune .... 
Slick Airways 

Agency: Harry W. Graff, | 
South Bend Tribune 

Agency: Lamprt, Fox, Prell & Dolk, Inc 
Southwestern Publishing Company ... 

Agency: Doyle & McKenna Advertising 
Strathmore Paper Company 

Agency: Abbott Kimball Company, Inc 
Successful Farmi 

Agency: L. E. McGivena & Company, 
Sweet's Catalog Service 

Agency: The Schuyler Hopper Company 
Syracuse Newspapers .. 

Agency: William T. Lawe Company. 


Tel-A-Story, Inc. 
Agency: Warren & Litzenberger 
Telefilm, inc. 
Agency: Allen Dorsey & Hatfield 
Thomas Publishing Company 
Agency: W. N. Hudson Advertising 
Tourist Court Journal a 
Agency: Hal Stebbins, Advertising 
Troy Record Newspapers .... 


U. S. News & World Report ... 
Agency: The Caples Company 

United Van Lines, Inc sana 
Agency: Kelly Zahrndt & Kelly, Inc 


WATE-TV (Knoxville) 

Agency: Edwin C. Huster Company, Inc 
WDIA (Memphis) : 

Agency: Brick Muller & Associates 
WHO (Des Moines) os 

Agency: Doe-Anderson Advertising Agency 
WKOW (Madison) 

Agency: Madison Advertising Agency 
WNEM-TV (Bay City) 

Agency: MacManus, John & Adams, Inc 
WSJS (Winston-Salem) + 

Agency: Long-Haymes Advertising Agency 
WSPD (Toledo, Ohio) 
Wallace's Farmer : 

Agency: Olmsted & Foley Advertising 
Wall Street Journal . 

Agency: Martin K. Speckter Associates 
Winnebago Newspapers 

Agency: Cummings, Brand & McPherson 
Worcester Telegram-Gazette 

Agency: C. Jerry Spaulding, Inc. 
Worth Distributors, Inc. 


Young & Rubicam, Inc. ........--. 
Agency: Young & Rubicam, Inc 


THE SCRATCH PAD 


By T. Harry Thompson 


Don’t Give It Another Thought 
Dep't: “The United States has passed 
the peak of its post-war economic op- 
portunities; no new markets are in 
sight.” —Nikita Khrushchev. 

° 


GHOST WRITER: A fellow who gets 

into the spirit of a speech. 
° 

Why don’t they call the June Tay 

lor dancers ‘““The Taylor Maids”? 
@ 

PROSTHETIC DENTIST: A chap who 
always tries to make a good impres- 
sion. 

. 


Bell ‘Telephone sharpens an old 
saw: “Opportunity no longer knocks 
. it telephones.” 
* 


Note on movie-program awhile 
back: ““The Lieutenant Wore Skirts 
and Selected Shorts.” 

7 


Advertisers often bury better head- 
lines than the one they use. Head- 
line: “Have you felt the quiet, sure 
pride of arriving in a Lincoln?” Line 
buried in text: “It speaks so well of 
vou, 


OPTIMIST: A man who tells the 
barber how he wants his hair trimmed. 


Just about everything has been put 
into a squeeze-bottle but whiskey. 
Some day, you may hear: “Just one 

Bee j 
more squirt, Eddie, and we'll all go 
home.” 


Ford Times, a miniature National 
Geographic, has a nice coinage: 
‘“* Americamera.” 

. 


It’s a silly story, as Hugh Scott 
tells it, but it appeals to my juvenile 
side. This rich Indian was streaking 
along in his Cadillac at 80 m.p.h. 
when he said to his companion: “Get- 
ting near reservation.” ‘The compan- 
ion asked: “How Chief know?” And 
the driver answered: “Hitting more 
Indians.” 


Incidentally, the Indian influence 
lingers at Manahawkin, N. J. Near 
there, Clayton’s Log-Cabin Res- 
taurant has its washrooms labeled 
“Braves” and “Squaws.” 


Luther Damron, former owner of 
the Hotel Jefferson, Columbus, Ohio, 
writes to say that the biggest surgical 
operation was lancing Michigan, and 
the biggest load was wheeling West 
Virginia. At 81, Luther is still full 
of fun. 


Writes Curtis Publishing’s Miriam 
Lewis: ‘““Thought of the column when 
I saw this sign in a lunch-room: 
“Toasted Salome Sandwiches.’ I trust 
they remove some of the veils, at 
least !”’ 

° 


Name for a cottage adjoining the 
U.S. Military Academy: “Beside- 
the-Point.” 


Mike Connolly recalls the guy with 
a minah bird who was tossed out of a 
bar because, naturally, they didn’t 
serve minahs. 


. 
BUTCHER: Local cut-up. 
. 


Age improves wine, compound in- 
terest, and nothing else I can 
think of. 


BANK-RESERVE: Attitude encoun- 


tered by a loan-applicant.—From the 
collection of Joy Gallagher. 


. 
I often think the world’s most fu- 


tile admonitions are “Keep off the 
” “ . - ” 
grass” and “Drive carefully. 


Salud y pesetas 


At one time or another, you might walk into any bar in Do 


Havana and hear this short version of the popular Latin- 


we make a serious effort to get an average eight 


hours’ sleep? ‘Do we get some regular exercise, if nothing 


American toast: Salud y pesetas (Health and money.) more spectacular than a walk around the block? Do we 


Is there a relation between the two? 


Granted, John D. Rockefeller, Sr., spent his last years in 


keep ht 


not fat? Do we avoid burning the candle at 


both ends, even though “it gives a lovely glow”? 


Next to /iving, there is no more challenging assignment 


wretched health, but he had made his pile before the old 
stomach went back on him. As a sick man, he might 


never have stacked those dimes and dollars. 


We who sell, on. the hoof or behind a typewriter, have 
10 greater obligation to ourselves, our families, and our 
jobs than to keep well as well, that is as Fate will 


illow. For sudden illness is no respecter of persons. 


than making a living. We need energy . . . and that 


euphoric feeling that greets each new day as another oppor- 


tunity. We need enthusiasm that is natural and not 
synthetic. We know the ground-rules for keeping well, so 


let’s give ourselves all the breaks. 


Salud y pesetas and much time in which to enjoy 


them! 


SALES MANAGEMENT 


We've got plenty of figures to prove... 


When you have a sales message you want to deliver, you need 
circulation facts about the media you consider. 

General Outdoor Advertising specializes in facts and figures! 
As a leader in outdoor research, GOA has always realized the 
importance to the advertiser of scientific circulation information. 
When you buy GOA, we’ve got plenty of figures to prove the 
circulation of our outdoor displays. 

For audited circulation figures, effective locations, superior ser- 
vice, buy GOA! Whatever your product or service, we can help 
you turn “‘see-power’”’ into sales power! Call your local GOA office, 
or write us in Chicago. 


General Outdoor Advertising Co. 
515 South Loomis Street, Chicago 7, Illinois 


Why are older men 


deeper in debt in Chicago? 


ya is the story of Henry Buck, a most unusual 
young man-on-the-way-up. Bang-up budgeteer and 
money-manager, he faced the window-pained enve- 
lopes of monthly bills without a qualm or quota 
system. 

(Would we all were like Henry Buck! 


But since we aren’t, Henry was busy as Admanager 
of the Save-the-Day Loan Co. He saw to it that all 
families needing emergency financing knew about 
Save-the-Day. And knowing who these best pros- 
pects were, was part of his job. 


One day when perusing his paper (name given upon 
request), he noticed an ad about Joe and the inside 
information the Chicago Tribune has on the Chicago 
market. So Henry decided to give Joe a buzz. 
“Say, Joe,’ said Henry B., “what do you know 
about Chicago’s loan prospects?” 


And it just so happened that 
Joe knew quite a lot. 


The Tribune had recently asked 3,880 Chicago 
households: “If you had to borrow money for a 
doctor bill, where do you think you would go?”’ 
The group who answered “personal loan company” 
was then analyzed by age and income. And here’s 
the inside on those prospective out-of-money 
candidates: 


The traditional picture of a personal loan prospect 
had always been the young, low-income family. 
But the Tribune analysis showed that middle-age, 
middle-income families offer the best source of business 
for personal loans. Middle-income families accounted 
for 42% of the total prospect group. Families where 
the male head is 35- 


54 years old com- aA Ze 

prised 48.5% of the <= —_— 

prospects. ts 
Vs 


Of course this new light on a deep dark subject 
didn’t automatically solve all of Henry’s problems. 
But when he put these figures to work, they helped 
him shine as a wide-awake, market-minded young 
Adman-on-the-way-up. 


So if you should happen to be perusing an ad about 
a guy named Joe, why don’t you, like Henry, give 
Joe a buzz? See what he knows about your best 
customers or prospects in Chicago. After all—it was 
just such a call that helped Save-the-Day in Chicago. 
Nobody knows Chicago like the Tribune. Nothing 
sells Chicago like the Tribune. 


P. S. Joe’s number in Chicago is SU 7-0100; in 
New York, MU 2-3033; in Detroit, WO 2-8422: in 
Los Angeles, DU 5-3557; in San Francisco, GA 1-7946. 


Chicago Tribune 
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